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INCREASE 
IN SALES 


That is actually what the CROSS Sterilized 
TACK Stands have done for tack sales in re- 
tail hardware stores all over the country. You, 
too, can put them to work boosting sales and 
profits—free of charge. 





Let us tell you how to obtain and make the 
best use of one of these NEW all-metal re- 
volving display stands. Just address W. W. 


Cross & Co., Inc., Dept. A, East Jaffrey, N. H., 
mentioning Hardware Age; or ask your whole- 
saler’s salesman about this remarkable offer. 


Cross 


EAST JAFFREY, NEW HAMPSHIRE 














“OUR BRU s H STORE”’— Many a dealer points with pride to 
the Wooster Swinging Sampler, one of the three units in the Wooster 
3-Point Merchandising System. It's a double-siaed metal panel holding 
only 26 different brushes, an ideal stock for the average store, a brush 


for every customer... the simplified, condensed, profit-paying line. 


THE WOOSTER 3-POINT MERCHANDISING 
SYSTEM...FOR SELLING 


WOOSTER « BRUSHES 


THE WOOSTER BRUSH COMPANY 


WOOSTER %, > OHI0 


Ld 
KARL SMITH HITS NAIL ON HEAD” 


NO “HO-E-E-E” ABOUT CHINESE HOG 
CONDENSED LINE MAKES BIG HII 


Palais ae = 


NO SUCH ANIMAL? — Yes, it is a real animal and not a dream. 
Here you see the type of Chinese hog from which select paint brush bristle 
is obtained. And who knows... . the fine bristle on this big fellow may be 
in the next Woosters you buy! Wooster uses only the best Chinese bristle. 


STER “ithe 


EERE Bi 
{ ” 


Pt an 


“WE'LL STICK TO WOOSTERS!”— 


men attempting to sell us brushes at a price,’’ says Karl H. Smith, president 


“We are deluged with sales- 


of Paint Stores, Inc., Detroit... ‘but we intend to stick to Woosters. We 
believe that a master painter is entitled to the finest tools obtainable.” 


om: 


Wooster Brusygs 
~wees & sees 


Pa 
eaa:! Ee 
ALL ACES— Here are ace sellers! The basket ati? 
of Wooster Brush Cleaner, the Wooster Counter Sampler 
holding the condensed 3-Point line, the Wooster No. 3 
Variety Vender displaying a group of inexpensive brushes. 





“You can depend upon 
this lock because it is marked YALE” 


HE WORD YALE (an abbreviation 

of the corporate name of The Yale 

& Towne Mfg. Co., makers of Yale 

Locks), is well known to your customers 

as the symbol of security. For nearly a 

century it has been representative of 
the highest standard of quality. 

Because of this long established rep- 


utation for dependability, people read- 
ily accept YALE Locks and other YALE 
Products. You do not have to spend time 
and effort to push them. 

Just display YALE Locks, Door Closers 
and Finishing Hardware and these items 
will virtually sell themselves! “The Name 
YALE Helps Make The Sale!’ 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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In ms NEW HUMIDRAWER 


Twice the space for fresh fruits 
and vegetables—Full-width, por- 
celain compartment with sonapee- 
ent glass top. Keeps fresh foods at 
their best, a week’s supply at a time. 


MANY OTHER OUTSTANDING FEATURES 


IN THIS COMPLETE, YET SIMPLIFIED LINE 


Y Every model all-steel construction! 


All powered with thrifty ECONO- 
IZER Unit — 10 hours out of 12 
t uses no current at all! Many new 
onvenience features plus sales 
aking accessories! Sensational 


‘ values in every model! And exactly 


ithe model for every prospect ! 


Complete, yet simplified line — 
plus new low-cost finance plans — 
reduces your investment, speeds 
up your selling, permits you to 
“‘trade up’’ easier and make more 
money. In short, Westinghouse is 
ALL YOU NEED for more sales 
easier in 1938. 


IMPROVED EJECT: -0- CUBE TRAYS 


-freezing, 
The original ro releasing itche™ 


all metal, qi¢ proved 


w better than 
ice tray — TOW ier to use 
ever, even eas 
Westinghouse Electric & Mfg. Company 
Mansfield, Ohio. (Dept. 807) 
Please have one of your representatives show me 
the complete ‘‘setup’’ on the new 1938 _Bitchen- 
proved Refrigerators. 








nee! 1 PACKAGE OF 


GEM branes 


with each card 
of 10 packages 






















10% EXTRA PROFIT 


Gem has just distributed over a 
million new razor sets—hungry for Gem 
Blades! Advertising in every leading 
magazine and coast-to-coast newspapers 
is sharpening that appetite! Get this 
business! Get 10% extra profit! Order 
generously from your wholesaler! Gem 
Division, American Safety Razor Corp., 
. Brooklyn, N. Y. 
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OFFER EXPIRES DEC. 31, 1937—APPLIES ONLY TO GEM SINGLEDGE BLADES 
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IF YOU WERE A CONTRACTOR 


Because every piece of 

Why 6 Stanley Track is formed 

- straight as a die — 

there are no crooked pieces to discard, or to slow 
up erection . .. . because Stanley Track Brackets 
are easy to install; they lock any number of sec- 
tions of track into one unbroken unit that’s 
permanent... . because Stanley Hangers, ball 
and roller bearing, have two-way adjustment that 
provides permanently against sagging or binding 
-and the whole unit makes possible fingertip 
operation of doors up to 1000 pounds in weight. 


TO SELL CONTRACTORS, you need stock 
only three sizes of Stanley Track and Hangers 
to meet the requirements of any sliding door. 


THE STANLEY WORKS 


New Britain, Conn. 


STANLEY 
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STANLEY HARDWARE 
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Announcing the 


NEW WORLD’S STANDARD 
SERIES DE LAVAL SEPARATORS 


HESE new De Laval “World’s Standard” 
xs, Series are the “last word” in cream sep- 
arators, the perfected result of 60 years of 
De Laval maintained leadership in the manu- 
facture of more than 6,000,000 machines. They 
are better in every respect than even prior 
De Laval Separators and offer the greatest 
values in separator history. 

Following are some of the new improve- 
ments of these De Laval Separators: 





—New streamlined bowl gives increased 
separating capacity, without increasing 
the over-all size or speed of the bowl, 
with perfect skimming efficiency so that 
virtually all separating losses are elim- 
inated even under difficult separating 
conditions, such as with cool milk or 
heavy cream. 


—New instant crank clutch, new adjustable 
pail shelf, new sanitary covers, new turn- 
able supply can, are other new features 
making for greater ease and convenience 
of operation. 


—In appearance the New World’s Standard 

De Lavals are the most beautiful separa- 

} tors ever built. They are strong and sub- 

4 Sizes . stantial, with graceful, trim lines. Color 

Hand, Belt scheme of glossy black with modernistic 

decorations of silver streamlines studded 

. with medallions of rich maroon creates 

Drives / a combination that is both striking and 

harmonious. The new enamel porcelain- 

J like finish is very hard and durable 

and easily kept clean and in a shiny 
condition. 


or Motor 


All of these improvements combined with 
many other well-known features of De Laval 
superiority, such as protected ball bearings, 
improved oiling system, with De Laval pre- 
cision manufacture and quality workmanship, 
make these New World’s Standard Separators 
the best and in the long run the cheapest that 
money can buy. 

In addition there are two other series of 
quality De Laval Separators —the “Junior” 
and the “Electro”, which provide De Laval 
Dealers with the best and broadest line that 
can be obtained. 

De Laval Dealers are now in a stronger 
position than ever before. If you are not now 
handling the De Laval Line but are interested, 
we suggest that you get in touch with our 
nearest office below. 


THE DE LAVAL SEPARATOR COMPANY 


New York Chicago San Francisco 
165 Broadway 427 Randolph St. 61 Beale St. 
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Plumb Machinist Hammer— 
Makes added sales to mechanics 
and home craftsmen interested in 
hammered metal work. Available 
in wide variety of sizes and weights. 





Plumb Riveting Hammer— 
A size and weight for every need. 
Sells fast to customers who want a 
handy hammer for riveting and 
driving. 







Plumb Half Hatchet—Make 
this the leading seller in your store. 
The finest hatchet your customers 
can buy at any price. Order Plumb 
Tools through your jobber. 
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sng sales 
for you... 


PLUMB ADVERTISING 
IN LEADING MAGAZINES 


Plumb has a clear-cut policy that makes sales 
and profits for you. Part of that policy is to provide 
consumer advertising to make your customers want 

; 


Plumb Tools...to make them come into your 


store and buy! 


Plumb gives you display material to back up this 


advertising ...to remind your cus- 
tomersat the point of sale:in your store. 


The Plumb Nail Hammer, HF81 (large 
illustration), leads the Plumb line of 
quality tools you can sell with confi- 
dence to your most exacting customer. 


And to all this, Plumb adds a most 
important condition . . . Plumb pro- 
tects your profit ! Every Plumb Tool is 
sold to you—for you—with this un- 
derstanding: no Plumb Tool is ever sold 
under any name to chain stores or mail 
order catalog houses. When you buy 
Plumb Tools you support this policy. 


Fayette R. Plumb, Inc., Phila., U.S.A. 


/[PLUMB| 


/a,| Hammers Hatchets ws 
te Files Sledges Axes 














We do not sell anything 
under any name, directly or 
indirectly, to Chain Stores or 
Mail Order Catalog Houses. 


FAYETTE R. PLUMB, Inc., Makers of PLUMB TOOLS 





Hammers, Sledges, Hotchets, Axes, Files 


Stock Plumb Hammers, Hatchets, 
4xes, Sledges, Files, with this pledge 
to you on every box. 



















iD 
= 


THANIL 


FENCE 


—_ 
(SOP TRIN HeosKeS meet 


iS oy 





HARDWARE AGE 





Features 


Any 077€ would make it a winner 


eraee IZED FENCE, with its electrically-applied coating, has four points of 

superiority around which you can build a forceful, convincing sales talk. 
Seldom do you have a chance to stock merchandise that gives you the jump 
on competition to this extent—that is a real business builder. 


0 99.99-PER-CENT-PURE ZINC DEFIES THE WEATHER 





It is well known among scientists 
that the purer zinc is the better it 
resists weather attack. When beth- 


COATING CAN’T HELP 


of the bethanized coating is its uni- 
form thickness. If a protective coat- 


2 Just as important as the high purity 


anizing was introduced it set a standard of 
purity never before attained commercially in 
zinc coatings—99.99 per cent pure. 


BUT BE UNIFORMLY THICK 


no longer than that of the thin spots. It's 
the nature of the bethanizing process to put 
the zinc on evenly. We couldn't coat the wire 


ing is uneven in thickness its effective life is unevenly if we wanted to. 


- The electricity hooks the particles not weakened by cracking or flaking when the 
of zinc to the wire and to each wire is bent in weaving the fence. There’s no 
other so securely that the coating is chance for rust to get a foothold. 


“3 NO WEAKENING OF THE COATING AT THE WRAP JOINTS 


PAVES THE WAY FOR SALES 


that goes with attractively packaged mer- 
chandise. It is zinc-coated. fence glorified— 
zinc-coated fence that practically sells itself. 


0 FINE APPEARANCE 


~ Bethanized fence has a silvery 
lustre that compels attention and 
provides the added sales appeal 


THE BETHANIZED COATING HAS BEEN THOROUGHLY TRIED AND PROVED 
Though offering these advantages of the newest development in fence protection, bethanized fence can be 
sold with the complete assurance of dependability that goes with a tried-and-proved product. This is because 
the bethanized coating has been thorqughly tried out in rigorous kinds of service over a period of five years. 
All bethanized fence is made of true copper-bearing steel wire containing 0.20 to 0.30 per cent copper. 


And bethanized fence costs no more than ordinary fence 


— 
BETHLEHEN 
STE 


BETHLEHEM STEEL COMPANY 


NOVEMBER 4, 1937 11 
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"BE SURE THAT SCREEN CLOTH /S 
CYCLONE ~THE CYCLONE NAME SEEMS 


7O MEAN A LOT TO MY CUSTOMERS” 


EOPLE know Cyclone. Over fifty 

years of reliable service, plus con- 
sistent advertising of the Cyclone 
name, have built a ready acceptance 
for Cvclone products. That’s why it is 
easier for you to sell them—you're sell- 
ing to your customers’ preference, not 
against It. 
Screen Cloth is 


“Red Tag” 


many Cyclone 


Cyclone 
one of the hardware 
products that are famous for giving 
full value in good appearance and long 


wear. Its strong mesh is firmly and 


evenly woven. Its lustrous and heavy 
coat of galvanizing resists corrosion. A 
double wire selvage keeps the fabric 
rigid and strong and makes it stretch 
“square.” 

When you place your next order for 
screen cloth insist on Cyclone. Follow 
this same rule in buying lawn fence and 
gates, hardware cloth, burner baskets 
and flower bed borders. The consumer 
acceptance of the well-known Cyclone 
name will help you build your sales of 


these widely used products. 


USS CYCLONE 
“Reqdfag” SCREEN CL OTH 


CYCLONE 


FENCE CO.. 


Branches in Principal Cities 


General Offices: Waukegan, 


Pacific Coast Division, Standard Fence Co., Oakland, Calif. 
United States Steel Products Company, New York, Export Distributors 


UNITED STATES STEEL 


Every roll of Cyclone “Red Tag’ Screen Cloth comes 
od (at no extra charge) in a strong and attractive 
carton which exactly fits the roll. This protects 

the cloth from damage and makes handling easy. The 

inventory tag in each carton simplifies inventory-taking. 
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PREAKING TE BREST STOR 


KELVINATOR IS COMING WITH DEVELOPMENTS THAT WILL SELL REFRIG- 
ERATORS AS THEY'VE NEVER SOLD BEFORE... WITH A BASICALLY NEW 
METHOD IN SALES-PROMOTION AND ADVERTISING THAT THE WHOLE IN- 
DUSTRY WILL APPLAUD... WITH A BRAND-NEW KIND OF CAMPAIGN THAT’S , 
HOTTER THAN A CANNON-CRACKER...AND THIS GREAT, BIG CONTEST | 
THAT'S OPEN TO EVERYONE IN THE INDUSTRY— DISTRIBUTORS, WHOLESALE | 
MEN, DEALERS, DEALER SALESMEN, FRIEND OR FOE, PRESIDENT OR OFFICE 
BOY— OFFERING A $5,000 FIRST PRIZE FOR WRITING FIFTY FRANK WORDS! 





CH Urrths | 
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Vame 


ETROIT, MICHIGAN—November Ist: The word is 
out: bigger things than ever before are happening 
at Kelvinator. 

Under lock and key, they have engineering develop- 
ments that will give the industry something red-hot to 
think about ... things that dealers and their salesmen 
will cheer about. and consumers will welcome with 


open purses, 


They’ve had the courage to tackle and straighten out 
some of the biggest and toughest problems in sales- 
promotion, dealer-backing and advertising ... and have 
come through with brilliant new plans, methods and 


campaigns that will register a smash-hit. 


To top it all off, they spring this contest idea ... with 
a $5,000 first prize and seven other prizes bringing 
the total up to a plump $8,000... open to every liv- 


ing soul connected with the whole electric appliance 


IN REFRIGERATOR HISTOR) 


industry (except, of course, factory and office employ- 


ees of the Kelvinator Division of Nash-Kelvinator). 


The prizes will be won by the 8 persons writing the 
best fifty-word opinions of the whole shooting-match 
... after everyone has had a chance to see the new 
Kelvinators and get full details on every plan. That's 
going to happen soon. 

It’s a cinch that everybody is watching Kelvinator like 
a hawk anyhow—friends and foes alike. And they all 


know from experience that it pays to watch Kelvinator. 


What the contest does is to put some extra fun into 
it... and some prizes hefty enough to command any- 
body’s respectful regard ... from chairmen-of-boards 
and presidents to office boys and truck drivers. 

And they’re all heartily invited ... with a tip to keep 
eyes peeled and ears cocked for further word on the big- 


gest, hottest story since the modern refrigerator was born. 





UT Gold Stripe Brushes on display and watch how 
sales—and profits—mount. Gold Stripe Brushes 
offer so many practical advantages they never fail to win 
new friends, People buy them, try them, like them —and 
keep coming back for more. 
Feature Gold Stripe Brushes prominently, month after 
month, throughout the year. They are earning good profits 
for others, so give them a chance to make money for you. 





The Brush With The 7 Talking Points 


Top Quality Bristle. Clean—uniform 
dependable. The large number of “flags” in- 
sures greater paint carrying capacity 
Accurate Formula Mixing. Bristle mixed 
by master brush makers. Each brush designed 
for a specific application 

Vulcanizing Under Pressure. Every 
bristle-butt locked in rubber in a vise-like grip 
No “‘streakers” 

Tapered Construction. Provides greater 
stiffness and more accurate contro! at the paint- 


Write for our dealer proposition and full information 


ing edge. Prevents ‘‘fingering”. 

Perfect Balance. Hardwood handles espe- 
cially shaped to give better balance. Less wrist 
and arm strain. 

Riveted Metal Ferrules. Brushes riveted 
—not nailed. Greater resistance to stress and 
strain. Easier to clean. No cut or scratched 
fingers. 

Gold Stripe Jacket. Every beush furnished 
with a special fiber jacket to protect the bristle 
and keep it lively, straight and clean. 


regarding this money-making Gold Stripe line. 


a 


A PRODUCT OF PITTS RURGH 


PLATE GLASS COMPANY 





WAREHOUSES IN 75 CONVENIENT CENTERS @ FACTORY AT BALTIMORE 
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IT’S EASY 


TO SEE WHY 
STORMSEAL 


STOPS LEAKS 


















—That’s Why 
STORMSEAL 
is kasy to Sell! 


‘ NO LEAKS AT SIDE 
¢ LAPS. Any water that 
seeps or is blown over the 
small V at the edge of the 
lap is carried off the roof 
by the twin drains. 









































NO END LAP 
e SEEPAGE. Three 


OUR customers will quickly see that U-S-S strong cross crimps stop 
zs aad euill we h , fi hes all water here. StormSeal 
StormSeal will put a stop to their roofing troubles. peetnite atainet thle Game 


mon cause of roofing 


With two sample sections of this new roofing you can 
- troubles. 


show them why it defies heavy rains, strong winds and 
troublesome seepage. 

There’s mére profit in selling a roofing that gives 
positive protection to customers. With StormSeal you 
not only have new features to talk about .. . but you 
can be sure that StormSeal will keep customers satisfied 
because it is really weather-tight. Roofing is an impor- 
tant investment for your customers, so it pays to sell 
them only the best. * tension curve holds 

Look at the features illustrated at the right. See why a yore ties 
we say that StormSeal is the best roofing to battle 
tough ‘weather. Ask you jobber for a sample. Then show 
these features to your customers. 

Ask your jobber about the complete line of Storm- 
Seal accessories. See him also for U-S:S corrugated or 
flat sheets—in Standard Open Hearth or rust-resisting 
U-S-S Copper Steel. 


uss STORMEAL, ROOFING 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 










OVERLAPPING 
e ENDS CLING TO- 
GETHER. The pressure 
lip on each sheet seals the , 
ends against wind and rain. 








mre BEFORE NAILING 


AFTER NAILING 





EASY TO PUT ON. 

e Flat nailing seams are 
easier to work with. No 
cutting or forming is 
necessary at the end laps. 
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FIG. 3014 


PUMPS-WATER 
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MYERS 
SHALLOW WELL 
WATER SYSTEMS 


YO 


AUTOMATIC AIR CONTROL? 


err-ar-0 


FIG. 3012 


Dealers the country over will welcome this newly 
designed line of Myers Shallow Well Water Sys- 
tems in styles and sizes for widely diversified 
requirements in this field. 


Modernly styled. Precision built. Attractively 
finished. New features. New performance values. 
Favorable prices. You will be just as proud to 
offer this new line to your customers as we are 
to offer it to you at this time for your late fall 
and for your 1938 trade. 


Lack of space does not permit of detailed de- 


, Seription, so why not write us immediately for 


new catalog and complete information? We are 
ready to help you forge ahead to increased busi- 
ness and profits during the months to come. 
Let’s get started today. Write or wire and your 
inquiry will have prompt attention. 


THE F.E.MYERS'S BRO. 
COMPANY 


ASHLAND, OHIO. 

















FRIGIDAIRE WINS Tht 
HEADLINES AGAIN! 


with the Biggest News in the Appliance Industry 
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peter |x FRIGIDAIRE 


FRIGIDAIRE DIVISION NOVEMBER ‘ 1 


938 FRIGIDAIRE WITH | 
DUT TO SET INDUSTRY'S | 


NEW SILENT =| America’s NEW ECONOMY SENSATION 


METER-MISER! 
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Greatest Current Saver in 
Frigidaire History! 





Best-Selling Feature of 
America’s Easiest - Selling 











Refrigerator! 1 
a ain 
Headline news is Frigidaire’s Ice 
sensational New Silent Meter- Mg 
Miser! For this new miracie cut 
maker of cold is so current- a 
stingy, so efficient in its operation big, 
that it saves up to 25% more on fau 
operating cost than even the cur- on 
rent-saving Frigidaire of 1937! | fret 
Saves more, too, on food—on ice | oy 
—on upkeep! The greatest all- Qu: 
around money-saver in Frigidaire | on 
history! ice 
The new Silent Meter-Miser is the 
simplest refrigeration mechanism ever z 


pn Mies om rome then Ege ms The beautiful new 1938 Frigid- , refrigerator of the year! The new 
—runs silently, trouble-free for years! _ aire with the new Silent Meter- | line includes 14 different models— 
ana for 5 years against service | Miser. Slashes operating cost | ene for every family’s budget. The 
Outstanding Sales Producer! | deeper than ever before. Saves | 4 De Luxe models, finished in por- 

Watch the New Silent Meter-Miser | amazingly more, too, on the cost | celain, range from 5.1 to 8.24 cu. 
angling Lyk A all sell- | of keeping food safer, the cost of | ft. sizes; the 5 Master models 
Proof—more dramatically, more convinc- | freezing ice, on upkeep cost. The | from 4.1 to 8.24 cu. ft. sizes; the 
ingly oe ee ee is Amer- new Frigidaire’s sensational per- | 3 Special models from 5.1 to 7.2 
give Proof of greater economy! Proof formance, gleaming beauty, and | cu. ft. sizes. The new Imperial 
of greater dependability! host of improved and exclusive | model is of 13.1 cu. ft., the new 


features make it the outstanding | D 3-38 of 3.1 cu. ft. capacity. 
















































GENERAL MOTOR SALES CORPORATION 





H NEW SILENT METER-MISER 
S FASTEST SELLING PACE ! 








Amazingly Improved New Models Save up to 25% 
More on Operating Cost Alone— Offer New and 
More Salable Features Galore! 


Dealers Get Set for Another 
Record-Smashing Year! 








. Again Frigidaire has packed years of progress into one—has left 
NEW “DOUBLE FASY” others further behind than ever! For Frigidaire now introduces the 
¥ most economical—the most advanced—refrigerator in all its history, 

QUICKUBE TRAY! | the new 1938 Frigidaire with the new Silent Meter-Miser! 
5 Ready now for Frigidaire Dealers is this sensational refrigerator 


that not only slashes current cost to an all-time low, but saves amaz- 
ingly more, also, on the cost of keeping food safe—on the cost of 
freezing ice—on upkeep cost! A refrigerator that, in addition to 

The new “Double-Easy” Quickube Tray | unprecedented economy, offers dozens of other spectacular advantages 
—another sweeping triumph for Frigid- | ¢hat will appeal to every refrigerator buyer—lead Frigidaire men to 


aire! For no other refrigerator offers | 
Ice-Trays with these “double-easy” ad- | new and greater sales records! 
—e One! ggg Rave A 0 freezer | 
at a finger’s touch. o! elease ice- | 
cubes instantly, 2 or a trayful at a time! | A Host of Great New Features terior with new, larger, Moisture-seal 
A simple lift of a lever frees them—with- The industry will marvel at the sales | Hydrators finished in stainless porcelain 
out work, or mess! And cubes are 20% appeal built into the new 1938 Frigidaire! | trimmed in chrome... the new porcelain- 
bigger because wasteful melting under a | Marvel at the vast improvements in | on-steel, chrome-trimmed cold storage 
faucet is eliminated! styling! New interior appointments! Ad- | tray, and the new ovenware set of 3 cov- 
And here’s another sales point. Frigid- | vanced engineering features! t ered dishes and 2-quart water jug... all 
aire’s Quickube Trays are all-metal. They For heading a list of brilliant, exclusive | combine to form a matched, ivory-col- 
freeze ice faster, more solidly than trays new Frigidaire developments is the new | ored interior ensemble that can’t be beat 
made of any other material. Every tray. Silent Meter-Miser, sensational in its | for eye appeal! 
in every Frigidaire, is a “Double-Easy” | economy and performance! And the new New “Thermo-Sealed,” all steel cabinet 
Quickube Tray. That’s why Frigidaire | “Double-Easy” Quickube Tray that re- | with up to 23% more insulation of im- 
Dealers are equip d to show proof that | leases ice cubes quicker, easier than ever! proved type! New, gleaming, chromium 
Frigidaire offers the greatest measure of | Only Frigidaire has them! _ plated Super Freezer! New Close-Bar 
ice-convenience ever known. | The newly styled 9-way adjustable in- | Sliding Shelves! A host of new features! 
Plus all the time-proved, self-selling 





Only Frigidaire Has This 
Improved Tray | 














aoe pp AE vomgg 3 —e. — have 
elpe igidaire Dealers set sales rec- 
READY IN TIME FOR CHRISTMAS! ords year after year! 
Increased Sales Forecast During Holidays New Powerful Sales Strategy 
, me , No wonder that, with this announce- 
Now—for the first time—Frigidaire | zines will carry a 4-color full page ment, Prigidaire Dealers all across the 
Dealers will have brand-new year advertisement announcing the new land are off to an early start toward 
ahead models to sell to Christmas | Frigidaire line! Frigidaire Dealers another record-breaking year! For the 
buyers. How that will boost sales! | will make these advertisements their 1938 selling program is as sweepingly 
For thousands more will decide to buy | own by using specially prepared local advanced as is the new Frigidaire. Sa es 
the new 1938 Frigidaire this holiday | advertising material, now available. strategy will pack more punch than son 
season instead of waiting longer. And | The biggest holiday buying season in a Tar ie male Een ; 
Frigidaire Dealers will cash-in! seven years will find es Deal- Everything is set for another. record- 
December issues of leading maga- | ers all set to capitalize! shattering Frigidaire year! And Frigid- 
aire Dealers will profit! 
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FRIGIDAIRE DEALERS NOW HAVE [ 


HANGES, WATER HEATERS AND 


NEW FRIGIDAIRE ELECTRIC RANGE 


Destined to Equal the Outstanding Sales Success 
of the Frigidaire Refrigerator! Has More Ad- 
vanced Cooking and Baking Features 
than Any Other 2 Ranges Combined ! 


Designed by 7,550 Women! 


Frigidaire now enters the field of electric cookery— 
with an electric range that is a sweeping advancement 
beyond anything now available! A range that offers— 
model for model — more advanced cooking and baking 
features than any other 2 ranges combined! 


Painstakingly designed to unite 
in a single range the features 
voted most desirable in a nation- 
wide survey of 7550 housewives, 
the new Frigidaire Electric Range 
is “tailor-made” for more rapid, 
more economical electric cookery 
—and is more practical and con- 
venient to use than any other on 
the market! Its new Frigidaire- 
designed Chromolox “Speed-Heat” 
surface units, for instance, slash 





the time and cost of surface 
cookery ... use % less current 
than conventional units on low 
heat! Its new “Even-Heat” Oven 
bakes with uniform, consistent 
results—with amazing speed! 

It’s the most attractive, com- 
plete and salable range package 
you have ever seen. What an op- 
portunity it will give Frigidaire 
Dealers as it paves the way to a 
new era of electric range sales! 





First Range Ever Designed to Unite All 
These Important Advantages—in Every 
Model, in Every Price Class! 


“SPEED-HEAT” ENCLOSED 
COOKING UNITS. 

3 COOKING SPEEDS. 

“LOW-LOW” HEAT ON EVERY 
UNIT. 

1-PIECE PORCELAIN CABINET. 

1-PIECE STAIN-RESISTING 
TOP. 


SILVER CONTACT SWITCHES. | 


ARMORED WIRING. 
UTENSIL STORAGE COM- 
PARTMENT. 
“EVEN-HEAT” OVEN. 
“EVENIZER” HEAT DISTRIBU- 
TOR. 
SMOKELESS BROILER. 
LARGE STAINLESS PORCE- 
LAIN OVEN. 
NON-TILT SLIDING SHELVES. 
SHELF-TYPE OVEN DOOR. 
FRONT OPENING OVEN VENT. 
HYDRAULIC OVEN HEAT CON- 
TROL. 
PLUS All These Outstanding 
Features—which are either stan- 





dard equipment, or optional on 
most models: 

“THERMIZER” COOKER. 
“COOK-MASTER” CONTROL. 
COOKING TOP LAMP. 
“TIME-SIGNAL.” 

CONDIMENT SET. 

WARMING DRAWER. 


5 Models in New 
Frigidaire Electric 
Range Line 


. Including a DeLuxe 
model, complete in every de- 
tail with no “extras” to buy, 
and priced sensationally low. 
Frigidaire dealers have a 
model in every price class. 
All of uniform high-quality. 














_ The Frigidaire Electric Range 
is America’s surprise cooking sen- 
sation! See it—examine its many 
advancements that will mean in- 
creased sales and profits for you! 





| 





AMERICA’S SURPRISE COOKING SENSATION 























In every price class, in every model, the 
new Frigidaire Electric Range offers more out- 
standing features than the two next best ranges 
combined—yet will sell at prices substantially 
lower than the most nearly comparable makes. 











The new Frigidaire “Even- 
Heat” Oven ends baking 
uncertainties! Exclusive 
“Evenizer” assures uniform 
heat distribution, consistent 
results — with amazing 
speed! Preheats to 400 de- 
grees in 10 minutes! Easy to 
clean — one-piece interior, 
with no crevices, sharp cor- 
ners! A feature that will sell 
itself to every customer. 




















@New Frigidaire-designed 


| Chromolox 


{ 


! “Speed - Heat” 
Cooking Unit. Fully en- 
closed. Heats amazingly 
fast! Exclusive “Low-Low” 
uses % less current than 


| conventional type units. 


Every unit on every model 


| has this feature. Flat con- 
| tact with utensils prevents 





heat waste! Distributes heat 
evenly for longer life, better 
results. A selling “natural”! 
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/E GREAT NEW LINE OF ELECTRI 


























NEW FRIGIDAIRE ELECTRIC 
WATER HEATER! 


Remarkable New Addition 
to Frigidaire Line 








Frigidaire announces one of the most 
efficient electric water heaters ever 
built! A water heater that will attract 
thousands of home-owners to automatic 
water heating! 

There’s zpetaive and General Motors 
quality built into every detail of this new 
Frigidaire Electric Water Heater. New 
improved glass wool insulation; new, more 
efficient type thermostat; and new, im- 
proved heating unit—that heats water 
faster, at less cost. And it is built for 
years of dependable operation! 


The new Frigidaire Electric Water 
Heater is a companion worthy of the new 
Frigidaire Electric Range, Washer and 
Ironer—and the world-famous Frigidaire 
refrigerator! See it at your earliest op- 
portunity! This sensational new low-cost 
heater will usher in a new era of electric 
water heater sales—offers amazing sales 

© Frigidaire Dealers! 


s PS 





D HOME LAUNDRY EQUIPMENT! 


NEW FRIGIDAIRE WASHER AND IRONER! 


Host of Sales Features Make Them 
Outstanding Home Laundry Appliances ! 





The beautiful new 
Frigidaire Electric 
Washer. Stream- 
lined in beauty—in 
washing efficiency! 
self-sellin; 


y! Has countless new 
conveniences and advantages! 
Exclusive tap release wringer of improved 


design. Glass-wool insulated, rounded 
bottom tub. Special chassis construction 
makes possible quick, easy conversion to 
gasoline engine. 

New Frigidaire Saturator (inset). 
Washes clothes cleaner— without wear 
—in less time. Driving mechanism is 
ee oiled, “oe | sealed. 

iggest sales feature in washer field. 





New exclusive tap release wringer of the 
new Frigidaire Electric Washer. Note its 
beautiful, massive styling. ae the top” 

y. 


and it releases pressure instantly. A great 
safety feature—one that will “sell” itself! 








Open Up New Profit 
Opportunities For 
Frigidaire Dealers 


Frigidaire brings to the home 
laundry appliance field the new 
Frigidaire Electric Washer, and the 
equally-remarkable new Frigid- 
aire Electric Ironer — feature 
for feature outstanding appliances 
in their fields! With countless 
new convenience advantages—and 
amazing new beauty of design— 
these two new Frigidaire appli- 
ances open up new profit oppor- 
tunities to Frigidaire Dealers 


everywhere! 





New Frigidaire Washer 


Handsome, completely modern in style, 
the new Frigidaire Electric Washer is as 
streamlined in its washing efficiency as 
it is in its appearance. Exclusive tap re- 
lease wringer of improved design. Tub is 
finished with lifetime porcelain, with 
rounded bottom, and is glass-wool insu- 
lated to keep water hotter for longer pe- 
riod of time. New Frigidaire Saturator 
has been specially-designed to wash 
clothes shades whiter ... without wear 
. . - in less time! Mechanism is com- 
pletely sealed, permanently-oiled. All 
models can be quickly, easily converted to 
gasoline engines, thanks to special chassis 
construction. 


New Frigidaire Ironer 


The new Frigidaire Electric Ironer is 
compactly-built, beautifully-styled—and 


is remarkably easy-to-use. Has many 
new convenience features. Irons clothes 
efficiently, easily, speedily. An ironer 


that will sell itself with a single dem- 
onstration. 

Outstanding products in an extremely 
profitable field, the new Frigidaire Elec- 
tric Washer and new Frigidaire Electric 
Ironer offer amazing sales possibilities to 
Frigidaire Dealers. 


























@ Frigidaire—first name in all refrigeration 
—now enters new fields! Makes the Frigid- 
aire franchise more valuable than ever 
before! Leads the way to new and greater 
selling opportunities for all Frigidaire 
Dealers! 

For with an outstanding, well-rounded 
line of new products Frigidaire Dealers 
can capitalize on the tremendous good- 
will created by Frigidaire in more than 20 
years of appliance selling! Can cash-in on 
this great name that is known in millions 
of homes for quality, reliability, fair price! 
Can cash-in on the good-will of the peo- 
ple who have purchased over four and 
one-half million Frigidaires—and who will 


welcome the news of these new products. 


What a selling advantage! And, to make 
it even more pronounced, all the skill, all 
the experience and knowledge of the men 
who made Frigidaire the largest-selling 
refrigerator will be placed behind each 
and every new Frigidaire appliance. The 
same hard hitting sales strategy, selling 
materials and advertising which has char- 
acterized the promotion of the Frigidaire 
refrigerator—and with which Frigidaire 
Dealers have sent sales soaring—will back 
every new Frigidaire product. 

Frigidaire men are set to go again in 
1938! To again shatter refrigerator sales 
records. And to hang-up new selling-rec- 
ords in other appliance fields! They’ll do 
better than ever with Frigidaire in 1938! 
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OOKS BETTER-SELLS BETTER | 
— because it's Cyclone 





YCLONE knows fence. That’s 
why Cyclone “Red Tag” 
Lawn Fence looks so good. It is 
made with the new U-S-:S Ameri- 
can LongLife Wire, which has 
amazing lasting qualities because it 
is protected against rust in three 
ways. The silver-bright finish of 


re 


this fence appeals to your custom- 
ers when they see it in your store. 
And equally important to you— 


j 


Cyclone is easier to sell because the 
name is so well-known. Consistent 


; 


; 


advertising and the reliable service 
of Cyclone products have firmly 
established the preference for Cy- 
clone. When you place your next 


ss 


4 


ee 


order for lawn fence insist on Cy- 
clone. In this way you provide your 
customers with a_ good-looking, 


ere 


long-lasting fence which keeps 
them satisfied. 
Ask your jobber about the Cy- 


q 


(bo 
n 
~ oer 
—_- 
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cy ee 


clone “Red Tag” Complete Lawn 


Fence, too. There are three styles, 


4 


all with gates to match. Gates 


<a 


offer you extra profits when you — | ' 


— 


sell fence. Be sure to sell them 
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- wen 
ol ined eee 


to all fence purchasers. 
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ASK YOUR JOBBER for a Cyclone Lawn Fence j 
display. This sample of the lustrous LongLife i r 
wire, shown on your counter or window, will 

help your sales of lawn fence. 
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Wal 
em 
Dy Cyclone Lawn Fence also comes welded. 
It is extremely rigid and strong. 
ee 


m7 - CYCLONE ‘ge%7ag” LAWN FENCE ; 


CYCLONE FENCE COM vfs , General Offices: Waukegan, Ill. ' 


Branches in Principal Cities 
PACIFIC COAST DIVISION: Standard Fence Company, Oakland, California * UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
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ONE-PIECE Ap ' ee 16,100,000 Rotogravure 

BEATERS uit <a Sue XG Advertisements in 31 
Guarded double beat- 4 parcel’ 2—— I Sunday Newsr=ss55. 
ers in one unit — e per rN 
easily attached or de- i ; = THE DLS 
tached by twist of - . ‘ a in 
thumb screw. / 
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ONE-HAND : q == 

OPERATION f ng VE ~~ 
Mixing unit easily ’ . 

d 


operates single con- 
trol! switch. 








FULL POWER 
AT ALL SPEEDS 
Light but powerful 
motor runs _ steadily 
in thick or thin bat- 
ters at any speed de- 
sired. 


Pree eate wits 
OWES AT ALE SPEEDS 








BOWL CONTROL “y OGL Conteas 25,900,000 Advertise- 


Bow! ean be shifted fj ments in National 
while mixing. Pre- 4 4 f° Magazines. 

vents mixture from 

oiling up in middle 

or around edges. In 

sures thorough mixing. 














Striking Displays and 
Complete Array of 
Other Dealer Helps. 


HERE’S THE BUILD-UP FOR 
BIGGER HOLIDAY PROFITS! 


Simple! Dramatic! Complete! That describes the well-planned food mixer promotion Hamil- 
ton Beach gives you for a fast-moving Christmas business. Now add the well-known con- 
venience features of the Hamilton Beach—its simplicity of design and operation—its established 
popularity among gift-buyers . . . and you have a selling combination that’s mighty hard to 
beat. 











During November and December 42,000,000 advertisements in leading national magazines and 
the rotogravure section of 31 Sunday newspapers will tell your customers about the Hamilton 
Beach food mixer. Use the colorful assembly of store displays, counter cards, folders, news- 
paper mats and other tie-up material to suggest the choice of this valued gift. 


Plan now to get your full share of profits from this extensive Christmas promotion. Order 
Hamilton Beach food mixers from your wholesaler today. (Choice of two color combinations 
—White and Black—Ivory and Black). Write us direct for free dealer helps. 


HAMILTON BEACH CO., DIVISION OF SCOVILL MANUFACTURING CO., RACINE, WIS. 


HAMILTON BEACH | 
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(LL TAKE A FILE,TOO 





Heller brings you “THE FILE SALESMAN” 


FREE DISPLAY 


Sturdy. . . attention- 
getting red and blue 
colors, goes with 
each assortment of 
the revolutionary 
Heller Nucut Files. 


“BIG FIVE” 
ASSORTMENT 


Includes just 5 dozen 
files... all big sellers. 


12-6" Mill Bastard | 
12-8" Mill Bastard 
12-10" Mill Bastard 
12-6" Slim Taper 
12-6" Extra Slim Taper 


A Small Investment 
Will Pay You 





An Excellent Margin) 





This New Heller “Big Five’ Assortment is More Than a Grand 
File Display —it has what a display needs to grab extra profits! 


PRACTICALLY every householder’s tool kit needs files. 
Some don’t have any files at all...many need to add 
either a saw or mill type... many others need to replace 
worn and rusty ones. And, most people would get the 
files they need if they remembered to buy. 

That's why it’s common-sense to believe that the new 
Heller “Big Five’’ Assortment will move files for you... 
faster. ..in much larger volume. For its colorful display 
WILL REMIND ALL OF THOSE FOLKS WHO COME INTO 
YOUR STORE THAT THEY NEED FILES. 

This display really does a selling job, too. The 
individual cellophane wrapping on each file invites 
inspection, as well as prevents damage from handling 
and rubbing. 


Like a good salesman, the unit also answers questions. 
It gives sound reasons why Heller Nucut Files are a 
better buy. Then it drives home a sales-clinching appeal 
by saying — "SMALL CHANGE WILL BUY THE FILES YOU NEED” 


In every way the Heller “Big Five’’ Assortment is as 
superior as the revolutionary NUCUT Files. 
It is bound to pay a handsome return for the little 


914"x13%1"" space it will use on your counter or table. 
Get it now...from our local jobber. 


HELLER BROTHERS COMPANY 
GENERAL OFFICES NEWARK, N. J. 


Plants at Newark, N. J., and Newcomerstown, Ohio 


GOOD TOOLS SINCE 1836 





HELLER NUCUT WAVY TEETH’ FILES 


PATENT No. 2027039 


| 
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MEET MRS. ANNABEL ALQUEST, OF KANSAS CITY, MO. 


She is typical of the 600 women who, during the past sum- 
mer, tested 1938 Leonard Refrigerators in their homes. These 
600 homes are located all over the United States—in every 
state of the Union. 

The owners of these 600 Leonards kept accurate records 
of the performance of their refrigerators. Records of their 
operating cost—daily recordings of kitchen temperatures 
and temperatures inside the cabinets. Service calls were also 
carefully noted. These records, now in Detroit, prove two 
things—and prove them conclusively. 

First the 1938 Leonards are more efficient, more econom- 
ical to operate, more usable and convenient than ever before. 

Second that they will reach dealers ready to perform 100 
percent: that they will operate under any conditions in the 
homes of users anywhere. Truly the 1938 Leonard will be a 
“Tried and proven refrigerator.” Six hundred women have 
given it their stamp of approval. 


938 LEONAR 
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AND WE DO NOT BELIEVE THAT ANY MANUFACTURER 
IN THE REFRIGERATION FIELD HAS EVER HAD 


A SELLING STORY LIKE THIS TO TELL! 





It’s about the 1938 Leonard—and it comes 
from forty-eight states throughout the Union 
—from 600 level-headed women in 600 typi- 
cal American homes. 

One of these 600 women is Mrs. Annabel 
Alquest of Kansas City, Missouri. Multiply 
what she told us about this marvelous new 
Leonard by the six hundred dots on the map 
and you'll get some idea of the “perform- 
ance” story that Leonard will have in 1938. 

And get this—you dealers who want the 
hottest, surest-fire line of refrigerators to 
sell! This 1938 Leonard, while it will be new 
to the field, is not new to us. It is the product 
of ten years of engineering research and 
laboratory tests. We believed it to be 100 
percent right when we put it on the produc- 
tion line in the spring of 1937. 

Now-—as the result of a summer of tests in 
600 actual homes—we know that this 1938 


Leonard is the most efficient, the most power- 
ful and the most economical refrigerator that 
has ever been built. And that’s a statement 
that packs real dynamite. 


When you see the new Leonard you are 
going to have to admit that it’s also the most 
beautiful, the most convenient and the most 
completely usable refrigerator you’ve ever 
laid your eyes on. 


Leonard’s 57 years of refrigerator building 
experience are summed up in this wonderful 
new product—and 600 women in 48 states 
have already given it their enthusiastic 
endorsement. ; 


That’s why we say that no electric refrig- 
erator manufacturer has ever had a story like 
this to tell to a field organization—and no 
field organization has ever had such a selling 
story to tell to prospects. 


LEONARD — Division of Nash-Kelvinator Corporation, Detroit, Michigan 


NOVEMBER 4, 1937 


LIKE HER 


WROTE THE 1938 
LEONARD STORY! 
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No. 07 “Screw-to- hie Boot” 
Hockey Skates with Relieved Runners 





The 
1936-'37 


Line Model of Nos. 5624, 562412, 57244. 
Ladies’ Screw Clamp Skates 








Qi aman 


Skates See All einen. 


Hockey skaters will welcome the New UNION 
Hardware Tubular Hockey Skates with Clamps, or 
the “Secrew-to-the-Boot” style with Relieved Run- 
ners. 








No. 1562. New Tubular Hockey Skates 
with Clamps. Satin Nickel Finish 






, ps Nos. 524% and 42412 
Others will crave the popular UNION Hardware Men’s Screw Clamp Hockey Skates 


Clamp Skates which are quickly and easily attached 
to any shoes. 







Experts and fancy skaters will want the highly 
prized UNION Duchians Continental Pattern 
Figure Skates with their sturdy, beautifully fin- 
ished UNION Steel tempered runners, with 
fastened or detached toe plates. The nine attrac- Model of Nos. 52414L and 424VL 
tive models, shown, for 1937-°38 comprise the fast- Ladies’ Screw Clamp Hockey Skates 
selling line of 


UNION HARDWARE Semen 
SKATES oo let 


for Men, Women, Boys and Girls of all classes, in pat- 


terns, sizes and prices to meet every requirement. 


UNION Hardware Ice Skates are smartly designed, 






sturdily constructed, beautifully polished and ground No. 96 “Screw-to-the-Boot” 
sharp and true. They give skaters more than their Figure Skates. Continental pattern. 
money’s worth in both quality and service. Easy to sell Similar to No. 94, except the Plates are 


- nner 
because widely and favorably known for over 75 years. detached from front of runners 


They make friends and hold trade. 

NOW is the time to display these profitable selling ice 
skates. Send for Catalog No. 35. It illustrates and gives 
full details about the complete line. Makes ordering 
for dealers an easy matter. 


Please Order from Your Jobber 





Model of No. 5124 


& ¥ A a 6 rr" A é Ladies’ Screw Clamp Skates 
HARDWARE COMPANY 





MECC US. PAT. OFF ESTABLISHED 1854 


TORRINGTON, CONN. 





Model of Nos. 1624, 162412, 1724/2 


NEW YORK OFFICE ISI CHAMBERS STREET Men’s Screw Clamp Skates 
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—My American Fence has 
stood for Thirty Years”’ 





HOW NEW PATENTED PROCESS GIVES 
3-WAY PROTECTION AGAINST RUST 


2’ 


copper-bearing steel. This 


Wire core of full content 
1 resists rust, 


A zinc-iron alloy which 
forms a tight chemical 
bond between the zinc 
and the steel. The zinc is 
” 3 fused with the steel, not 


just plated on. This alloy 
resists rust. 


Heavy outer coating of 
uniformly applied com- 
mercially pure zinc. No 
air holes or “bubbles” 
which permit rust to workin. 





OU don’t have to argue about long life when you sell 
American Fence. Your customers know that it gives 
long service. Their experience with its rust resistance and 


stability for several decades has established it as America’s 
favorite farm fence. Now, the new U-S-S American Long- 
Life Wire assures them still longer life. And with the help 
of the printed guarantee on each roll, you can show your 


customers that we are willing to back up our claims for 
this new fence. 
Your customers’ preference for U-S-S American Fence 








is important to you. It helps vou sell fence, and other 
goods, too. Farmers recognize you as a dealer in reliable 
products when you sell American. For American lives up 
to the guarantee. It resists rust. It stays firm. It lasts. It 
sells. That’s why this fence is the favorite of so many 
dealers, too. 

U-S:S American Wire Products for the farm are avail- 
able for prompt shipment from our mills and warehouses 
and from nearby jobbing stocks. Write us direct or see 


your jobber. 


U-S-S AMERICAN FENCE 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham, Ala. 


COLUMBIA STEEL 


United States Steel Products Company, 


COMPANY, San Francisco 


New York. Export Distributors 


————————— 
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CHRISTMAS 
0 
SALES 





PROFITS! 


WITH a complete stock of Daisy Air Rifles and Targeteers 
on your shelves, you can fill the Christmas shopping needs 
of every one of your customers. Targeteer alone is an item 
that’s packed full of sales appeal for young and old alike; 
every member of the family will want one! .. . just as 
every youngster in your neighborhood wants a genuine 
Daisy Air Rifle. 

Be sure you have the entire line, including targets and 
Bulls Eye Shot. Write for catalogs, posters, literature, rifle 
display racks, and the brand new Targeteer counter display 
... they’re all free for the asking and they DO PRODUCE 
SALES. Feature the Daisy line for holiday profits. 



















No. 235 


TARGET 
OUTFIT 





THE No. 235 Marksman Target Outfit (above) 
includes a Daisy Single Shot, Bell Target, 75 
target cards, and 450 Bulls Eye Shot. Its com- 
panion, the No. 231 Champion, at $4.95 retail, is 
the same combination with the famous Daisy 
Pump Gun. 


TARGETEER (left) is packed complete with 25 
target cards, two spinner targets, and 500 shot. 
Its carton becomes a target backstop. Retail price 
$2.00—extra shot, 10c per tube of 500. 








DAISY MANUFACTURING COMPANY z:c.men steer 





32 


HARDWARE AGE 


Ts 
ds 
m 
e3 
as 
ne 


id 
le 


y 
















Traveling 
Thermometer (#5365) 
Retail 83 50° 









Stormoguide 
(#2233) 
Retail $10.00° 







a 

Batb 
Thermometer ( #5608) 
Retail $1.50° 






Baby's Bath Ther- 
mometer (#5610) 
Retail $.75° 













Fairfax 
Stormoguide (#2257) 
Retail $12.00° 







Temprite Window 
Thermometer 
(#5316) 

Retail $1.00° 











_ 





















Standing ; “Hampton 
Thermometer DeLuxe Window Humidiguide (#5538) 
(#5369) Thermometer Retail $3.50° 

Retail $1 25° (#5300) 





Retail $3.50° 















Indoor Wall 

Thermometer 
(#5126) 

Retail $1.00° 







Salem 

Stormoguide 
(#2243) 

Retail $16.00° 







Belmont 
Humidiguide (#5544) 
Retail $5.00° 





















EVERY THERMOMETER AND WEATHER INSTRUMENT 
SHOWN HERE MAKES A USEFUL, UNIQUE GIFT 


ND there are many others not shown here easily at Christmas time. Your regular whole- 
that bear the well-known Taylor name saler will supply you and keep you supplied. 


and the five-year guarantee of tested accuracy. Ask him about new items in the Taylor line 
Behind them all, backing up your selling efforts, for this fall and the holiday season. Taylor 
are Taylor national advertising and merchan- Instrument Companies, Rochester, New 


dising plans and retail promotional ideas. You York. 
can win profits with Taylor Instruments more *Prices slightly higher west of the Rockies and in Canada 

















INSTRUMENTS 





NOVEMBER 4, 1937 33 





















LOOK AT THAT Sy 
STREAMLINING 


v 


“ATS A HONEY! EC 
A 
V4, 











NEW FLORENCE 
TABLE TOP OIL RANGE 





THEY WENT FOR IT 
IN A BIG WAY 


Buyers at the July Markets picked this new Florence 
Table Top Oil Range as a swell number for 1938. It’s a 
stand-out in the low-priced field—ultra-modern, strik- 
ingly original in design, and equipped with the big fea- 
tures of our more expensive models. It has five powerful 
“Focused Heat” wickless kerosene burners behind the 
front panels. The big roomy oven is porcelain lined, fully 
insulated with rock wool, and has dependable Fingertip 
Heat Control and thermometer. Rugged construction, 
beautiful white porcelain finish with chromium trim, and 
up-to-the-minute design spell quality and customer satis- 






faction. Amazingly low price makes this model No. TD5 
a real sales headliner. 

For customers who want compactness as well as qual- 
ity and value in an oil range, there is the new Florence 
Table Top Model No. T3, with three wickless kerosene 
burners, fully insulated oven, and balanced cooking top. 
It’s especially designed for apartments, and small kitchens. 

Plan early for a bigger oil range business in 1938. In 
addition to these two headliners, Florence has a complete 
line of modern oil ranges and stoves, backed by a plan 
of advertising and sales helps to help you sell profitably. 














FLORENCE STOVE COMPANY 
Western Offices and Plant, Kankakee, IIL.; "is =f TS) 


General Offices and Plant, Gardner, Mass.; 
Sales O ffices: Merchandise Mart, Chicago; New he Fh =| 
York, Boston, Atlanta, Dallas & San Francisco. OIL RANGES - GAS RANGES » HEATERS - RANGE BURNERS 
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Lurking in many a hardware store. . . 
perhaps in your own . . . are unknown 
or antiquated shovels that simply will 
not sell. They hold up valuable space 
... bind working capital tightly .. . 
prey on profits! They are bandits, 
robbing you of income you can and 
should have through shovel sales! 

How much better to have shovels, 
spades and scoops bearing the Wood's 
brand! Here are tools that can stand 
inspection in broad daylight, stand 
the test of most severe usage, too. . 
tools that sell themselves! 

Top feature of Wood’s line is the ex- 
clusive Closed Back which provides 
added strength through one-piece 


design, which has all advantages and 
none of the disadvantages of strap 
weld, solid shank and hollow back 
types. Extra features are the Turned 
Shoulder which strengthens the blade, 
saves shoe leather...the Tapered 
Socket and heat-treated hollow shank 
which defy even abnormal stresses 
and strains. 

Next time you order... beware of 
the bandits! Buy shovels that sell! 
Ask your jobber about America’s 
most famed line. Ask for Wood’s 
shovels, spades and scoops. Better 
yet, write us today for our latest 
catalog. THE WOOD SHOVEL & 
TOOL COMPANY, PIQUA, OHIO. 


1. CLOSED BACK—Smooth and non-clog- 
ging; strong one-piece design. 

2. TURNED SHOULDER—Stiffens blade: 
wider,non-cutting foot rest. 

3. TAPERED SOCKET—Com fortable 
handhold; greater strain resistance. 

4. HEAT TREATED— High-grade steel 


becomes still harder, longer-wearing 
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MERRY CHRISTMAS :— 


Admittedly, it is a bit premature 
to wish our readers a Merry 
Christmas. But I am sure that it 
will be a merrier Christmas for 
hardware dealers, their employees 
and their families if hardware 
stores obtain their proper share 
of Christmas gift sales volume at 
a fair profit. To help our readers 
obtain a more merry holiday sea- 
son, the major part of this issue is 
dedicated to Christmas gift mer- 
chandising ideas, most of which 
are in connection with the sale of 
goods normally stocked by hard- 
ware stores. The ideas, promo- 
tions and selling campaigns offered 
are based on frrst-hand studies of 
the 1936 Christmas selling activi- 
ties of successful hardware stores 
in several states. These are not 
theoretical plans that hardware 
stores might use but are actually 
the identical ideas that hardware 
stores did use and at a profit. 
Every reader is urged to give most 
careful consideration to the spe- 
cial Christmas selling _ section, 
printed in two colors, in this 
issue. Those who adopt these suc- 
cessful ideas, which made money 
last year for other hardware men, 
will truly have the Merry Christ- 
mas I wish them. 


CHRISTMAS SPIRIT:- 


Throughout the special, two- 
colored, Christmas selling section 
in this issue, one dominant suc- 
cess principle prevails. It is that 
during a Christmas gift selling 
campaign there must be a genuine 
holiday spirit which must be em- 
phasized by the store’s decorations 
and the sales staff's behavior. 
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Just Among 


Ourselves 


CHARLES J. HEALE 


Editor, Hardware {ge 


Each must fairly breathe the Yule- 
tide spirit. The coming holidays 
will be no time for grouchy faces 
or inattentive selling. From now 
on frantic customers will need 
help, suggestions, patient service 
and a “plus” spirit of community 
service from those who would en- 
joy a profitable Christmas sales 
volume. 


HARDWARE GIFTS :-— 

In this special Christmas selling 
idea section, your particular atten- 
tion is called to some research 
data furnished by Sales Manage- 
ment. This study of what people 
really want as Christmas gifts 
shows that nearly 20 per cent 
of the men’s gift wants are stand- 
ard hardware store merchandise 
and that over 10 per cent of the 
women’s gift hopes can be satis- 
fied from the stock of the average 
hardware store. 


XMAS TOYS:- 

The toy industry tells us that 
1937 production of toys for Christ- 
mas selling is 10 per cent greater 
than it was. in 1936 and is reach- 
ing a seven-year peak with a total 


of more than $230,000,000. The 





trend of toy sales is always a keen 
barometer of Christmas gift-selling 
opportunities and so this report of 
progress predicts a real, old-fash- 
ioned, holiday gift shopping vol- 
ume in which hardware stores 
should enjoy their full share. The 
proven ideas and programs used 
by successful hardwaremen, as 
described in this issue, should pro- 
vide inspiration and methods to 
assure a good hardware store 
Christmas selling record. 


BUILDERS’ 

HARDWARE:- 

Starting in this issue is our 
Intermediate Course in the educa- 
tional, editorial series “Taking 
the Mystery Out of Builders’ 
Hardware.” A résumé of some of 
the facts you should know about 
hase metals is the subject in the 
first article of what might very 
properly be termed the “high 
school course” in this interesting 
and helpful study. The Inter- 
mediate Course should interest 
and help those who have a fai 
knowledge of builders’ hardware. 
It will serve to remind such 
readers of important things they 
previously learned but may not 
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HESE people know favorably the Winchester name. It means quality— 


service—satisfaction. Sell them your share of these popular appeal lights 
—now and right through Christmas. Bearing one of the best-known trade 
names in America. New styling —convenience—dependable service. Fresh (dated) 
batteries, giving longer, brilliant light—Wéinchester Hi-Power Super Seal cells . . . 
Combination deals with eye-drawing FREE displays. Unique . . . Sales-making . . . 
Dealer profit Now 35%. 


. Ask your jobber about them now for prompt service. 
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remembered. 
The competent author, Adon H. 
Brownell, has spared no effort to 
really provide our readers with a 
most useful home study course on 
builders’ hardware. The Elemen- 
tary Course was completed in our 
Oct. 7, 1937, issue. It was di- 
rected primarily at the young men 
in the hardware business who had 
not previously enjoyed essential 
preliminary instruction which 
would fit them for a_ builders’ 
hardware career. It was also 
aimed at the more experienced 
hardware man who, for some rea- 
son, has also neglected to obtain 
proper training and an apprecia- 
tion of the really simple facts in- 
cident to establishing and con- 
ducting a_ successful builders’ 
hardware department. To those 
with experience and those who 
have sincerely studied the Elemen- 
tary Course, the Intermediate 
Course is dedicated. It starts in 
this issue and is worthy of the 
consideration of all our readers. 


STORE MEETINGS:-— 


From an encouraging number 
of readers we have letters saying 
that the Elementary Course in the 
series “Taking The Mystery Out 
of Builders’ Hardware,” was the 
every other week theme of their 
store meetings. To those and other 
forward - looking readers we 
heartily commend the Intermedi- 
ate Course for similar considera- 
tion. 


UNIONIZATION:— 
Both CIO and AFL have re- 


tail clerks’ unions within their re- 
spective groups. Affiliated with 
CIO is The United Retail Em- 
ployees of America. Its AFL 
counterpart is the Retail Clerks’ 
International Protective Associa- 
tion. At present, the CIO retail 
union is concentrating its mem- 
bership drive among department 
and specialty stores in Ohio and 
California, but openly threatens a 
more widespread area of activity. 
Increasingly, each of these major 
labor organizations is looking to- 
ward an estimated 5,000,000 re- 
tail clerks as a most fertile field 
for their organization work and 
as a means of increasing their 
membership and their revenue. 
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How soon will their activities, in 
this direction, become a serious 
hardware trade problem? I 
don’t know the answer but I do 
know that, to date, hardware 
dealers have collectively shown a 
strange and unwise indifference to 
the possible serious trend of re- 
tail clerks’ unionization. In the 
big picture, relatively few hard- 
ware stores have been “signed up” 
or picketed although there have 
been some who have experienced 
each of these developments. There 
will probably be more. When a 
union contract is thrust under the 
surprised nose of a hardware store 
owner and his refusal to sign leads 
to picketing there comes to him a 
very rapid and keen interest in 
the threat of clerks’ unionization. 


WANTS ACTION:-— 


With the pickets at his front 
door, some of his shipments held 
up in a “union sympathy” move 
and a few of his own most experi- 
enced clerks “out,” such a dealer 
becomes vitally interested in the 
clerks’ union threats. He wants 
action. He wants his local, state 
and national associations to pitch 
in—have new laws passed—he 
wants them to study the problems 
instantly and what not. But until 
victimized and in the clutches of 
union troubles, the average hard- 
ware merchant is paying little or 
no attention to the trend of labor 
organization work — perhaps be- 
lieving (or at least fondly hop- 
ing) that somehow “the hardware 
business is different.” Not so—at 
so much per member prospects 
all look alike to the professional 
organizers. Now is the time to 
make a concerted, collective study 
of unionization as it may affect all 
retail clerks. 


PREVENTION:— 


After your store’s sales force 
has been “sold” the union idea 
either by mental or physical per- 
suasion it is too late to study the 
problems. You then face the need 
of an immediate decision to “sign 
up” or fight it out. Either way 
you lose because you are not in a 
sufficiently informed frame of 
mind to make a bargain which 
will be fair to yourself. Study the 
problem now and be prepared to 


prevent a possible heart-breaking 
experience later on. Remember, 
that unless the majority of your 
employees elect to have the cus- 
tomary “self-appointed agent” 
bargain for them, such an agent 
has no status and you do not have 
to sign up with his particular 
union nor even discuss the matter 
with him. Prevention is always 
better than the best cure. 


YOUR CLERKS:- 


If they have been with you any 
length of time your sales clerks 
should be men you trust and know 
and there should be an element 
of mutual respect between you. 
It would be well to discuss union- 
ization with them, in advance of 
their possible talks with union 
agitators who are paid to organize 
and often choose their own meth- 
ods. One of the first things to ex- 
plain to your sales staff is the 
advantage of being free agents in 
connection with earning a living 
as against the regimented plan 
which forces minimum wages 
which, by the union’s own declara- 
tion immediately become maxi- 
mum wages. Talk to these sales 
clerks in your store about the 
greater opportunities they have 
for growth and for an increased 
income through individual ar- 
rangement-—a true condition in a 
hardware store where, necessarily. 
the relative smallness of the staff 
creates a very personal relation 
between employer and employee. 
And don’t forget to remind your 
sales clerks that both major labor 
groups have given the Consumers 
Cooperative idea the widest possi- 
ble approval and endorsement. 
Tell them that the labor union’s 
approval of the growth of the 
Consumer Cooperative movement. 
if developed to the ultimate. 
would put you out of business and 
put them out of their jobs. Just 
a month ago the A.F.L. executive 
council, at its annual convention. 
reaffirmed its endorsement of the 
Consumer Cooperative movement 
saying “cooperatives are needed 
to prevent exploitation.” Surely 
your sales clerks are too intelli- 
gent to want to join any organi- 
zation which openly, loudly and 
proudly declares its endorsement 
of a plan that would completely 
rob them of their jobs. 
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The Voice of Your Store 


A commentary on advertising—the problem 
child of the average hardware merchant 


DVERTISING should create 
A a lasting tie between you 
and your customer. 
Through it you should sell not 
only your merchandise, but the 
store. It should speak to your cus- 
tomer in such a way as to reflect 
vour personality and that of your 
organization. Today it has be- 
come the creative power and a 
predominating factor in modern 
methods of distribution. It is a 
means of educating your cus- 
tomers in the use of new merchan- 
dise. Although it should receive 
considerable thought, and a cer- 
tain amount of time should be 
spent analyzing its possibilities, it 
is generally neglected entirely or 
left to someone in the store who is 
not interested. 

Advertising is the greatest sell- 
ing force and tends to keep goods 
moving from your store to the 
consumer. If you were to check 
the long list of successful busi- 
nesses today you would find that 
advertising played an important 
part and was a contributing factor 
in the success of those businesses. 
Statistics show that approximately 
80 per cent of the business failures 
are among the non-advertisers. 


Plan Your Advertising 


In planning an advertising pro- 
gram many points must be con- 
sidered. First, your budget. It is 
generally conceded that 144 per 
cent of the net sales is sufficient to 


Epitor’s Note: This article was 
written by A. Weyh, Marshall-Wells 
Co., Duluth, Minn., and originally ap- 
peared in that organization's publica- 
tion, The Hardware Business Monthly. 
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By A. WEYH 


carry through a successful pro- 
gram in the average hardware 
store. This amount should include 
moneys spent for window trim 
and backgrounds, talking signs 
and interior displays. In planning 
your advertising appropriations, 
use the figure of your expected 
business as a basis. After an 
amount has been agreed upon, 
break it up by months and weeks. 
Do not deviate from these set 
figures. 


Study Your Customer 


Second, study your customer. 
If your advertising program is to 
be successful, you must under- 
stand the habits of your customers 
in order to determine the type of 
advertising that appeals to them. 
Also, study your successful com- 
petitor. What media does he use? 
What day of the week does he 
advertise? How much space does 
he use at a time? What type of 
merchandise does he promote? 
How does he present it? These 
are all important factors and 
should assist you in formulating 
your plans. 

The average dealer has several 
media to choose from, namely, 
circulars, newspaper, direct mail, 
and radio. The effectiveness of 
each varies to some degree in 
every town. Generally, if you fol- 
low the successful chain store and 
dealer organizations you will find 
they prefer the circular, with 
newspaper as a follow-up—first, 
because it gives maximum cover- 
age at minimum cost; second, it 


enables the dealer to present more 
merchandise and tell a more com- 
plete selling story. 

Do not attempt to use all media 
at one time. The average dealer 
has only a limited amount to spend 
for advertising. Therefore, it is es- 
sential to choose the right medium 
and follow through. When circu- 
lars are used, be sure that you are 
getting complete coverage. Unless 
the man who distributes your cir- 
culars can be trusted implicitly, 
many will be wasted and the effec- 
tiveness of your circular will be 
lessened. You will wonder why 
you are not getting the right re- 
sults. Be consistent and don’t use 
a hit-and-miss schedule. A high 
quality appeal one week and a 
low price the next tends to weaken 
confidence of customers in the 
store. Advertising will build cus- 
tomer acceptance and good will. 
It is up to you to back up your 
advertising 100 per cent to main- 
tain the confidence of your cus- 
tomers. If you don’t, your cus- 
tomer soon loses faith in your 
store and goes to your competitor. 


When to Advertise 


The time to advertise an item 
is just as important as a medium. 
In the average hardware store 
there are enough different season- 
able items to keep your advertis- 
ing from going stale. Be the first 
in your community to feature 
these items. Do not wait until the 
season is upon you and your com- 
petitor has had the jump. If you 

(Continued on page 78) 
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The Cussins & Fearn main 
store in Columbus as it 
night. 


illuminated 


at 


Cussins & Fearn, Ohio dealers, make the holiday 
season one of special activity in all departments 
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Ohio, one of the promi- 
nent signs you see is that of Cus- 
sins & Fearn, an aggressive mer- 
chandising organization, operat- 
ing 17 branches in the State of 
Ohio. If you happen along dur- 
ing the Christmas season you will 
find the front of that building 
one of the most attractively deco- 
rated in the city and its windows 
as appealing and attractive as 
most city department stores, fea- 


HEN you walk along 
High Street, Columbus, : 


<Oeies 


Christmas| 
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turing a wide variety of lines, the 


great majority of them from reg- 
ular stocks, as gift merchandise. 

Cussins & Fearn approach their 
Christmas merchandising problem 
from a far-seeing angle. They 
plan their campaign as early as 
the preceding March. Their buy- 
ers, and frequently their execu- 
tives, first discuss the general 
plan, then they reverse the usual 
buying order and, instead of call- 
ing salesmen or waiting for sup- 
pliers’ salesmen to come in with 
their offerings, they go out seek- 
ing Christmas merchandise that 
will build a profitable volume 
for their stores. But even this 
move has had its preparation in 
the intimate study of the markets 
of the seventeen stores. Buyers, 
supervisors and other executives 
visit the branches from time to 
time, frequently assisting with the 
Saturday selling in order to get a 
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closer touch with the buying hab- 
its of the customers. Thus they 
are in a better position to under- 
stand what will go well when 
stocked. It also gives them a keen 
insight into both quality and 
quantity requirements. Buyers at- 
tend the various shows that pre- 
sent new merchandise, traveling 
to New York and Chicago or 
wherever such presentations take 
place. Such early buying ensures 
deliveries and prevents disap- 
pointment and loss. 

C. J. Durrant and Ray F. Wun- 
derlich both advocate close study 
of new merchandise as well as 
keeping up with the trend of new 
models of established lines. They 
are insistent upon featuring na- 
tionally known lines because of 
the ability of such lines to reduce 
sales resistance. 

Their close contact with sup- 
pliers makes for a more personal 





interest and enthusiasm on_ the 
part of both buyer and _ seller. 
Their contacts with the trade has, 
on many occasions, changed the 
entire complexion of the stocks 
carried and their price ranges. 
They go to great pains to ascer- 
tain the reason for lost sales and 
are quick to remedy the trouble. 
Such attention to their market has 
changed sales on milk buckets, for 
instance, from a few dozen to 
carload lots. The process of find- 
ing these facts indicates to the 
customer that the firm has a real 
interest in their needs and adds 
friends by the dozen. 

Cussins & Fearn make every 
item that can possibly be made to 
look like gift merchandise get 
right out on the sales floor and 
do its stuff. Not only toys, which 
are featured on the third floor (in 
the case of the main store in Co- 
lumbus), but housewares, large 
unit electrical merchandise, radio, 
gas stoves, sporting goods, power 
tools—even furnaces, are dolled 
up to look Christmassy. 

Every effort is made to attract 
people into the store. A shoe re- 
pair department on a cooperative 
arrangement is not only a traffic 
builder for the basement sales- 
rooms, but brings in helpful rev- 
enue. Power tool demonstrations 
help attract attention to the store 
and the power tool business of 
the firm is a substantial one. Fea- 
tured with the power tools are 
mechanics’ hand tools. 

Under the general direction of 
Mr. Wunderlich, an _ attractive 
eight-page tabloid is published 
featuring a wide range of gift 
suggestions accurately illustrated 
with cuts of the actual goods, ac- 
companied with brief but effi- 
ciently worded descriptions. The 
cover page is printed in three 
colors and is well printed in order 
that it may reflect creditably on 
the merchandise. Mr. Wunderlich 
points out that wherever possible 
the illustrations introduce “life.” 


The Cussins & Fearn store by day 


in Columbus 
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The radio group of entertainers 
who add much to Cussins & Fearn’s 
program in the Christmas season. 





This year tm matin’ Cussins & Feam my Head 


qorters ‘cause thair stores have @ reputation for ay 
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In other words, they show the 
picture of a child playing with 
a toy or a woman cooking. Any 
suggestion of that kind always en- 
livens the advertising and makes 
it more effective, he states. The 
circulation of this paper is 315,- 
000. Three mailings are sent out 
about two or three days apart. 
One goes first to the rural routes, 
next the house-to-house distribu- 
tion is made and finally another 
city distribution is sent out. 

The store promotion provides 
for the usual Santa Claus and in 
addition Cussins & Fearn have 


The cover of the 
fall and winter 
catalog of the 
Cussins & Fearn 
store which adds 
to the interest in 
the Christmas mer- 
chandising pro- 
gram; also the at- 
tractive first page 
used in the Christ- 
mas “flyer” adver- 
tising of the firm. 


thought of a “Ma” Santa who 
remains in the background re- 
ceiving queries from Santa as to 
whether certain toys are on hand 
and others about the wants of the 
children who come ‘to see him. 
These two-way conversations are 
put on a public address system 
and are heard throughout the store 
and on the street as well. This 
promotion is all predetermined 
and related to the volume that is 
anticipated. If volume is not up 
to expectations, steps are taken to 
remedy the situation, thus avoid- 
ing post mortems and disappoint- 
ments. When there is a quota to 
make it is usually possible by a 
little extra enthusiasm and drive. 
The morale of the Cussins & Fearn 
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organization is such that enthus- 
iasm is on tap when needed. 
Naturally the Christmas events at 
the store merit the attention of 
the newspapers and they reach the 
news columns on the basis of their 
news value. 

One of the real volume builders 
on Christmas goods used by this 
Columbus firm is a radio program 
by professional entertainers. A 
troupe under the name of Uncle 
Ezra and his clerks, purporting to 
be the manager of a mythical 
Pleasant Valley store and his as- 
sistants. A large hall, seating per- 
haps 300 people, located in a 
busy section of High Street, is 
engaged and three fifteen-minute 
programs and one full hour pro- 
gram are given each day. Tickets 
for these broadcasts are available 
free at the Cussins & Fearn store 
and after the performance the 
stubs are redeemable for souvenirs 
at the store. Further good will is 
built by Uncle Ezra by making 
an appeal over the air each per- 
formance for toys for the poor 
children. These toys are donated 
by listeners and may be pur- 
chased anywhere, not necessarily 
Cussins & Fearn’s. During Decem- 
ber a Christmas performance is 
given in a theater for an admis- 
sion price and the proceeds are 
used to buy, more toys for the 
youngsters who otherwise would 
not have any. This is purely a char- 
itable undertaking on the part of 
the firm, and reflects the kindly 
spirit that permeates the whole or- 
ganization. The Uncle Ezra per- 
formers visit the towns where 
branches are located and their en- 
tertainments are great prestige and 
business builders for the branches. 

Interest in the manager’s prob- 
lem is manifest in many other 
ways, among them the practice of 
helping out dull months with sales 
events such as china sales. A 
branch manager finds his morale 
and that of his assistants greatly 
bolstered after a dull month has 
been replaced by good business 
and his annual showing greatly 
enhanced to the benefit of the firm 
and himself as well as all others 
concerned. These events are di- 
rectly related to the practice of 
the executives being familiar with 
the problems of the managers and 
the needs of their customers. They 
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Making Use of Materials 
at Hand.... 


from Cussins € Fearn 
Columbus, Ohio 










2 Cutitup into 2ft. lengths 








3 Split them 





4 Paint the 
Sections Red 


5 And you have a fine lot of SPANISH TILE 
for a Gift Booth 
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know how to make customers feel 
at home and confident in the store 
by giving the best value they can 
for the money. 

During Christmas season ll 
branches are benefitted by a con- 
test announced over the air. A 
chart showing a picture of Santa 
Claus is offered, to be colored by 
the youngsters and returned to the 
store, filled in with their names 
and addresses. The response to 
this has been almost phenomenal 
and while it is not used as a mail- 
ing list basis, it does indicate 
how far the broadcast reaches. 
It would seem that it is listened 
to eagerly. It is a contest of skill 
and awards of merit are given. 

Christmas time is a time when 
many new faces are seen in a 
store, and Cussins & Fearn believe 
it an opportunity to make many 
of them permanent customers. 
People come in at Christmas who 
are never visitors at any other 


time. It is the purpose of this 
firm to so favorably impress them 
with the store’s service and gen- 
uine interest that they will come 
back through the year. They be- 
lieve their Christmas efforts are 
justified if they accomplish this. 

Demonstrators are on the toy 
floors as well as in other depart- 
ments. An _ understanding of 
human reactions helps too. For 
instance, the toy trains are made 
to travel both ways—one going 
forward, another backward, so 
that curiosity is aroused to the 
point of asking why. Curiosity 
aroused is a sale on the way. 

Mr. Wunderlich is a_ believer 
in hardware store “hot spots”— 
places where merchandise moves 
rapidly. But when he has a value 
that is a winner and will bring 
customers almost anywhere to 
locate it, he places that table of 
merchandise where it will do the 
most good. In other words he 





creates hot spots. It is placed su 
that while attracting a woman 
shopper it brings her through as 
many other aisles as possible. 
Each aisle will be bristling with 
attractive merchandise. 

In addition to the fine presen- 
tation of regular staple goods as 
Christmas gift merchandise, Cus- 
sins & Fearn provided an ample 
supply of new, attractive things 
purchased especially for stimu- 
lating the Christmas displays. It 
puts new life in every department. 

The success of this firm with 
Christmas merchandise has the 
same basis as all their other oper- 
ations—planning far ahead, en- 
gendering enthusiasm by liberal 
treatment of their employees. 
studying their market and fitting 
the merchandise to its needs and 
constantly striving for the oppor- 
tunity of better serving their cus- 
tomers each week, month and 
year. 
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‘Candy Stick” House 
made of linoleum tubes l | | 


| 
tl | 


The display window can be given an | 
wl 


the panes. When the striping method 
is used, corners of white give the effect 
of snow. Striping is probably the sim- 


Christmas Ideas Any Store Can Utilize 


A a A 


old-time appearance by simply striping 
“panes” on it, or by stretching narrow 
window or crepe paper tubes to represent 


If you can obtain linoleum tubing, as did the Cussins & 
Fearn store in Columbus, Ohio, you can turn it to many 
uses. This “candy stick” house shown at the left is 
made from these tubes. To conserve material, they 
may be split using the halves curved side out. Then, 
too, the appearance of a house is all that is necessary. 
Simply build about 2 feet depth and place it against the 
back wall of the window or display space. The “wrought 
iron” hinges can be made of cardboard and painted 
black.’ The effect of this is heightened if the tubes are 
painted with red stripes to resemble sticks of candy. 


QT AC 


a 


a~ 


7 ee? es ee es es es es 


OT) a 








Li 





A FA 
I 





| HY WT! iH 








If you would be antique, 
Striping on the glass, then put “snow’in the 
corners, stretched tubes of crepe paper or 
dark ribbon will do instead of striping 


paint*panes' by 
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‘tan conditions conspired to 


place Spoerl Hardware, Ham- 

ilton, Ohio, in the business of 
toy merchandising in conjunction 
with the regular hardware busi- 
ness at Christmas time. The late 
depression forced some stores for- 
merly specializing in toys and 
gifts out of business, and the same 
dark days reduced Spoerl’s hard- 
ware volume to the point where 
they found it necessary to add new 
volume building lines to help out 
the situation. That the decision 
was wise is indicated by the fact 
that the firm now does a tidy vol- 
ume of about $10,000 in toys each 
year, practically all at Christmas. 
In addition to this neat volume in 
toys themselves it has made the 
store one of the outstanding toy 
headquarters in Hamilton and 
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Hamilton, Ohio, 
dealer added 
toys to help re- 
cover volume 
and finds them 
bringing addi- 
tional business 
to all depart- 
ments. 


Toys an Active Line 
for Spoerl Hardware 


added much store traffic that would 
otherwise not become acquainted 
with it. 

The narrow space available in 
the premises prevents the achieve- 
ment of Spoerl’s desires in display, 
but they use the space they have 
to good advantage. They use 
newspaper space to herald their 
offerings to Hamiltonians and 
their children and their store front 
carries a banner that may be seen 
for a couple of blocks. Windows 
are effectively displayed to suggest 


better types of toys and are dis- 


tinctly above the average. Many 
competing stores, particularly the 
lower priced establishments have 
an appearance of cheapness that 
does not attract the person who 
wants a satisfactory gift for child 
or adult. Spoerl’s surmount that 


difficulty and their windows really 
express quality and yet do not 
frighten the value conscious shop- 
per away. This is probably due to 
the recognized value of hardware 
lines in the public’s mind and an- 
other argument for the hardware 
store which endeavors to share 
well in the Christmas money 
spending. It takes good window 
trimming judgment to get this ef- 
fect in windows, but hardware 
stores as a rule are capable of 
achieving it. 

Because of limited space, 
Spoerl does not go in for any 
demonstration or Santa Claus 
stunt in their store. In fact, they 
believe in the program of the mer- 
chants’ association which holds a 
Christmas parade and gets over 
the Santa tradition properly—i. e. 
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that of one Santa “indivisible.” 
When there are Santa’s in every 
other store the child is more se- 
cretly amused at his elders than 
convinced. 


This hardware firm makes good 
use of its wide stairway leading 
from the front of the main sales 
floor to the basement. Over this 
stairway a well-drawn colorful de- 
sign depicting a nursery rhyme 
character is placed to attract peo- 
ple to the basement where wheel 
goods are displayed and _ the 
youngsters can try them out with- 
out inconvenience to the main 
floor customers and_ salespeople. 
Electric trains and such items cal- 
culated to attract children’s atten- 
tion for protracted periods are 
kept there. 

On the main sales floor the 
tables are given over to toys en- 
tirely. Regular items are available 
when wanted but not given the 
main prominence. Toward the rear 
is a fine display of dolls, placed 
in this location in order to draw 
parents with their children through 
the whole store where they are 
exposed to an array of attractive 
and sturdy playthings. This is one 
of the reasons for the very satis- 
factory showing in toys by the 
Spoerl Hardware Co. M J Spoerl. 
president of the company, states 
that they have had some heavy 
volume days in toys and cites one 
Saturday when the sale of them 
reached more than $800. Incident- 
ally this store does not keep open 
on Saturday nights as is the case 
in so many localities where rural 
trade is an important factor. Mer- 
chants of Hamilton have been able 
to get together satisfactorily and 
all close Saturday evenings. Farm- 
ers today are not necessarily Satur- 
day night shoppers, says Mr. 
Spoerl. Automobiles and _ better 
means of communication have 
brought him nearer the center of 
things and he is just as frequently 
a Monday morning visitor to town 
as anyone. 

Spoerl’s find the most profitable 
toys are those that appeal to the 
older children from 8 to 12 years, 
as these are in a better price and 
profit range. The store tries to 
push this particular group as much 
as possible. Such toys have to be 
sturdier and at the same time they 
make a better appeal to parents. 
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always with an eye to durability 
and lasting satisfaction to the 
child. 

Hamilton, Ohio, is a town made 
up largely of an industrial popu- 
lation but also enjoys a good farm 
trade. It is situated between Cin- 
cinnati and Dayton. It numbers 
among its industries some of the 
best known names in American 
manufacturing—names 
around the world. 

Early in November each year. 


known 


since they took on toys, Spoetl 
Hardware is all set with properly 
decorated tables and windows to 
make the most of the Christmas 
harvest. They are enthusiastic 
about the results so far and their 
enthusiasm has been amply justi- 
fied. 

In addition to M. J. Spoerl, 
president of the company, the or- 
ganization has as treasurer, John 
S. Spoerl. and Sam Spoerl, secre- 
tary. 
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Fireplace Fixtures Add to 
Van Deren Gift Volume 


~\,NE of the most active lines 
() of merchandise with Van 
Deren Hardware, Lexington. 

Ky., is that of fireplace fixtures— 
displayed on the side of the pas- 
sageway leading to the housefur- 
nishings department. The firm has 
had much intimation from their 
customers that the selection is sec- 
ond to none in the larger cities. 
They credit this fact with the suc- 
cess of the line. People have 
shopped, gone to the city and re- 
turned to buy Van Deren fixtures. 
The secret back of this is an ade- 
quate selection—a principle that 
has been noted in all lines success- 
fully merchandised by hardware 
stores or other retail establish- 
ments. Wherever you find a suc- 
cessful selling job on toys, appli- 
ances or fireplace fixtures, there 
you will find an adequate stock 
that permits a good display, a good 





advertisement and good selection. 
The more aggressive merchants en- 
deavor to carry that principle 
throughout the store. 

Van Deren Hardware Co. finds 
a small investment in toys, elec- 
tric trains and wheel goods a good 
magnet to attract women’s trade, 
which often means the purchase 
of gifts for the men folks, such as 
fishing rods, or other sporting 
goods. 

The Van Deren store present 
well dressed windows at all times 
and these, with newspaper adver- 
tising, are the only promotion of 
sales they make. At the rear of the 
store is a separate department of 
housefurnishings, china and glass, 
glass ovenware and novelty items. 
This is another attraction for 
women’s patronage and accounts 
for a good deal of the Christmas 
traffic. 
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Ogden Steps Out of 
the Toy Competitive Class 


GDEN HARDWARE CO., 
6) Ashland, Ky., decided a 

few years ago to step aside 
from competition with chain stores 
in the matter of toys for Christ- 
mas. Recognizing their value as 
sales and traffic stimulators, they 
stock toys, but insist that such 
toys be sturdy ones that will last 
beyond the usual time that is the 
life of the flimsy competitive price 
toy. Games and educational toys 
are favored for their durability 
and therefore the store benefits 
from a favorable reaction that 
would not be the case if it al- 
lowed competitive priced and 
flimsy merchandise to go out bear- 
ing its name. 

While toys are profitable in 
themselves, when well selected, 
avers Stephen Ogden, president 
of the organization, this firm uses 
them mainly~as an attraction for 
their extensive housefurnishings 
department, the sporting goods 
and electrical appliance depart- 
ments. 

Mrs. B. C. Ogden, in charge of 
the housefurnishings department, 
is a valuable member of the or- 
ganization because of her woman’s 
intuition and practical insight into 
matters pertaining to the home. A 
homemaker herself, she has a 
much keener appreciation of the 
needs of women customers and the 
requirements of the merchandise 
than a man could possibly have. 

Stephen Ogden, president and, 
incidentally, the only surviving 
charter member of the Kentucky 
Hardware Association, believes 
there is no value in opposing 
chain and mail order competition, 
but hardware dealers should ag- 
gressively push their own busi- 
nesses and watch for their oppor- 
tunities to sell goods that are 
superior, Chains and mail order 
stores, so much complained of yet 
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by hardware merchants and other 
independent retailers, are, he says. 
here to stay and their excellent 
displays and advertising will al- 
ways sell a certain type of mer- 
chandise. 

Mr. Ogden endeavors to pre- 
sent to his public an adequately— 
even generously—stocked store in 
all departments. The aluminum 
ware display is one that would 
attract any housewife or her hus- 
band by its very completeness and 
obvious good quality. It is not 
difficult to point out to a customer 
the comparatively better value 
than that offered by competitive 
price stores. The manufacturers of 
this line of merchandise are al- 
ways providing specials that en- 
able the dealers to stimulate in- 
terest in the line, and Ogden takes 
full advantage of the opportunity 
and gets people into his store to 
see and handle and desire good 
aluminum. 

An instance of this store’s en- 
terprise is illustrated by the fact 
that recently Mrs. Ogden learned 
that a neighboring specialty dealer 
had sold a large number of elec- 
tric stoves and ranges in and about 
Ashland. These stoves, she rea- 
soned, called for a certain type of 
flat bottoms in aluminum ware to 
properly fit the units of the stoves. 
She immediately provided her dis- 
play tables with the proper type 
utensils to supply these customers 
who bought the electric stoves. 

The sporting goods department. 





in charge of B. C. Ogden, is one 
which also shares in the Christmas 
business. Mr. Ogden knows his 
sporting goods as well as his pros- 
pects, keeps in touch with fishing 
and hunting conditions. 

Hunting about Ashland consists 
mainly of quail and rabbit, but in 
addition to the hunters, there is 
considerable business with rifle 
clubs. Mr. Ogden says that inter- 
est in various sports is intermit- 
tent. One year may see a great 
many following the rifle clubs and 
spending real money for good 
guns and next season will see them 
swing off to another sport, per- 
haps to resume the shooting next 
year. Anticipating these swings, 
Mr. Ogden is able to sense the 
new interest coming in and be 
ready for it. He is an experienced 
fisherman and, of course, is fa- 
miliar with those who follow that 
sport, with the result that many a 
fine rod and reel together with the 
accessories goes out as a Christ- 
mas gift. 

Besides those mentioned in the 
operatiqn of the Ogden firm are: 
Sam Crawford, in charge of the 
paint department, and Clyde Bar- 
ber, who takes care of the electri- 
cal department. 

The store is well displayed- 
tables carrying orderly stocks that 
offer a wide selection of high 
grade items suitable for Christmas 
gifts—roasters, skillets, coffee per- 
colators, dinner ware, glassware. 
etc., in the housefurnishings de- 
partment, and the sporting goods 
carries football goods, fishing 
tackle, sport clothing, but when a 
particular item in any of these de- 
partments fails to show a reason- 
able profit it is discontinued. 

The Ogden Hardware Co. is 
doing well again after a recent 
reorganization and the future 
looks very bright. 
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Decorations Transformed | 1 


This beautiful wall decoration was made from the picture book illustration which is shown at the bottom of these pages. i 
It served a double purpose—that of brightening the store with the real Christmas atmosphere and also aiding in 
cover the dark woodwork and shelving. It was used to decided advantage by Shindel-Rohrer of Hagerstown, Md. 

















ARGE Christmas dec- 
oration taken from 
colored picture book 
overcomes sombre ap- 
pearance caused by 
high ceiling and dark 
woodwork for Shindel- 
Rohrer, Hagerstown, Md. 















































This picture provided the design 
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ECORATIONS and dis- 
play that transformed an 

: ordinarily sombre store, 
having dark shelving to the ceil- 
ing, into a bright and stimulating 
place to select high-grade hard- 
ware merchandise were the star- 
tling results obtained by Shindel- 
Rohrer, Hagerstown, Md. Away 
back in early summer H. H. Shin- 
del arranged with a young man 
of Hagerstown who made a spe- 
cial business of building floats 
and dressing windows profession- 
ally to prepare a set of decora- 
tions for the store that would 
make it one of the outstanding 
displays of town, and he did it 
in the vernacular “he went to 
town on it.” 

Taking a beautiful illustration 
from a child’s picture or story 
book, he squared it off in the 
manner often described in Harp- 
WARE ACE and produced a mura! 
decoration that is finer than any 
we have seen. It is not equalled 
in any department store. The 





A Christmas “float” was used on the main floor of Shindel-Rohrer's store 
to excellent effect. The white crepe paper and the red satin combined 
well and made an outstanding display that proved decidedly effective. 


work was so fine that newspapers 
commented upon it. It will be 
recalled that in our last year’s 


Christmas merchandising number 
we suggested in “Display Helps” 
that a picture from a high-grade 
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story book be squared off and 
used. This is one of the best 
sources for suitable pictures to 
enlarge. The color scheme is all 
worked out for you and it becomes 
a simple matter for a professional 
window trimmer. If you have no 
one to do this hire a competent 
man to do it. 

In the center of the large sales 
floor the Shindel-Rohrer store had 
made a float-like arrangement of 
tables that showed a variety of 
merchandise that was suitable as 
gifts. The terraces, about two 
feet risers, were covered in the 
front end with white sateen and 
the sides of red and green solid 
color sateen and topped by a 
white festoon arched diagonally 
across the ends. Under this festoon 
arch was a miniature Christmas 
tree and Santa that gave a re- 
strained but stimulating Christmas 
effect. This whole arrangement 
made the hardware items look 
more like high-grade gifts than 
they could ever be on an ordinary 
open display table. 

When the goods are wrapped at 
Shindel-Rohrer they go into a 
finely made white box bearing a 
small imprint of the store’s name. 
These boxes cost in the neighbor- 
hood of 15c. apiece and _ less. 
They come in all shapes and sizes 
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for achieving the ultimate in re- 
spect-creating packages. The 
whole is wrapped in Christmas 
decorated paper and twine. The 
effect is more that of a high-grade 
jewelry store than the usual hard- 
ware store. 

The entrance to the elevator at 
any other time of the year is just 


The Shindel-Rohrer windows were decidedly colorful during the Christmas season. Small and miajor appliances, cutlery, 
glassware and radio dominated the display. creating an ensemble that served to catch the attention of passersby. 


a freight elevator, but you forget 
all about that when you see the 
transformation wrought by the 
handiwork of the young display 
man. Another storybook design 
is enlarged and erected over the 
elevator and a green tree painted, 
cut out and placed immediately in 
front of the blue sky and snow- 


The entrance to the upper floors, both stairway and elevator, presented 
a striking appearance with a golden moon shown on a blue midnight sky. 
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field background. A short trip in 
the elevator takes you to the toy 
department, which, incidentally 
has brought you through the en- 
tire sales floor, exposing you to 
the charms of beautifully glisten- 
ing chromium ware, glass oven- 
ware, enamelware, mixers, elec- 
tric hot plates, vacuum cleaners, 
pressure cookers and such items. 
At the rear of the central float- 
like display are shown tool boxes 
of two or three different types. 

The more exclusive items such 
as higher priced chromium ware, 
cutlery and silverware, are dis- 
played in the silent salesmen re- 
tained by the store. Shindel- 
Rohrer prefer to have this mer- 
chandise protected in this manner, 
but put out a showing in the open 
display during the holiday season. 
In two or three positions on the 
main floor are suspended from 
the ceiling large letters cut out 
reading “Merry Christmas.” These 
are green with red outlines and 
are in the Old English style of 
lettering. 

The firm begins its Christmas 
merchandising about Nov. 15 and 
as the holiday season approaches, 
a radio program is arranged for 
in which Santa talks to the chil- 
dren and invites their letters. The 
youngsters respond readily and 
thousands of letters are often in 
the possession of the store. A little 
later on the letters begin to have 
postscripts from the parents at- 
tached, saying that Johnny is a 
bit backward in his studies or that 
Tommy has misbehaved in some 
other way. Of course, Santa takes 
a gentle but firm stand on such 
matters and the youngsters are 
put “back on their heels.” Need- 
less to say this makes Shindel- 
Rohrers store the mecca of the 
younger generation during the 
holidays. 

The entire second floor is given 
over to the display of toys that 
make a fine showing on open dis- 
play tables and have plenty of 
room for demonstration and sales. 
The third floor is pretty well taken 
up with lay-away sales. 

Hagerstown is one of the best 
decorated towns in the country 
during the Christmas season. Each 
light standard is twined with 
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laurel and each one is topped with 
a wreath of laurel and a light star. 
Colored lights are also inter- 
twined in the greenery and pres- 
ent a beautiful appearance. It 
would be hard to enter Hagers- 
town, day or night, without being 
stimulated and inoculated with 
the Christmas spirit. A large tree 
in the public square alone bears 
1000 colored lights. Other trees are 
erected at Washington Square, 
Flatiron Building, and at Johna- 
toan Street and Pennsylvania 
Avenue, covering a distance of 
half a mile. The lights on all 


these trees total 6825 ten-watt 
bulbs. 

Hagerstown Chamber of Com- 
merce sponsors a_ Festival of 
Lights each year from Dec. 24 to 
Jan. 2. Prizes are awarded for 
the best decorated exterior of 
homes and business places. This 
brings a large number of out-of- 
town people to Hagerstown. 

J. R. Shindel Sr., is president of 
the firm; C. H. Rohrer is vice- 
president; H. H. Shindel, trea- 
surer; B. R. Shindel, secretary 
and Jos. B. Shindel is assistant 
treasurer. 











Humpty-Dumpty 
on the Wall 


volved slowly past the window. 


“HILDREN get a great kick out of such displays as this 
A Humpty-Dumpty on a wall. Just a cardboard cutout 
will do. The wall is a sign-painter’s job and the tower is a 
cutout arrangement. Those having facilities for more elab- 
orate work will be able to make the tower rounded and 
more convincing in appearance. The tower has a semi- 
transparent covering and a strong light behind it. In this 
tower, a slowly moving turn-table can be arranged with a 
silhouetted figure of a child attached to it. This effect of 
motion gives greater pulling power to the display and the 
youngsters will be attracted to it as well as the parents. 


A silhouetted fig- 
. ure of a child is mount- 
ed on a turntable and re- 



































ROBABLY as good an ex- 
Pome of an ideal hardware 

store Christmas display as 
may be seen anywhere is that used 
by Emmons-Hawkins Hardware 
Co., Huntington, W. Va., on their 
main sales floor. Occupying no 
more space than that at the dis- 
posal of the average hardware 
store and requiring a stock that is 
not excessive, they make a confi- 
dence and respect inspiring dis- 
play of chrome goods—electric 
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Dressed for Christmas 


Emmons-Hawkins, Huntington, W. Va. 
typify the ideal hardware store display 
with regular lines simply and tastefully 
presented, as any dealer can show them 


waffle irons, toasters, grills, elec- 
tric irons, cocktail shakers and 
other drinking accessories, coffee 
urns, casseroles, mixers, silver- 
ware, cutlery, etc. 

The display is partly a service 
to the store’s retail customers (the 
company operates as a wholesaler 


and retailer) who frequently come 
to the Emmons-Hawkins store to 
see the display and visualize their 
own arrangements from its inspi- 
ration. They even wait until the 
display appears before making 
their purchases at wholesale. 

The tables are the regular open 
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display tables used by the com- 
pany to show their goods in the 
regular way, but they are fitted 
with box steps in terrace arrange- 
ment and covered with solid color 
red and green paper. The plan is 
simplicity itself and one that can 
be followed by any hardware 
dealer who cares to try it. The 
effect made by these easily kept 
shiny chrome items is one that 
shouts high quality. The Emmons- 
Hawkins display is one that ex- 
emplifies what the hardware man 
can do with his own hardware 
lines. The Huntington firm has 
used the chrome plated goods, but 
a similar display could be made 
with aluminum goods or any 
bright ware. Of course, the chrome 
line is best because of its high 
polish. 

Both C. J. McDaniel and L. M. 


Caverlee, in charge of this depart- 


ment, believe that the type of dis- 
play used by Emmons-Hawkins is 
a great stimulant to sales wherever 
used—it has been a winner with 
them, both from the standpoint of 
their retailer customers and the 
general public whom they sell at 
retail. It helps the purchaser de- 
cide and accelerates his imagina- 
tion. He or she sees so many 
things that would suit as many 
friends as gifts that they cannot 
resist the impulse to buy. There 
are so many of these items that 
their combined attention-getting 
strength almost instantly breaks 
down sales resistance. 

The display contained nothing 
that any hardware store could not 
find in stock and the quantities 
were not excessive. Less than half 
a dozen waffle irons, perhaps a 
dozen and a half electric irons 
and enough for an easy selection 


These pictures from Emmons-Hawkins, Huntington, W. Va.. are typi- 
cal of high grade Christmas displays that any store can duplicate. 
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of the other items previously 
listed, made up as exciting a dis- 
play as could be desired. 

The competition of hardware 
stores is not all price competition. 
People like to give presents as 
fine as they can and are not al- 
ways looking for cheapness. For 
some things they may go to the 
dime store, but the hardware store 
need not bother with that type of 
goods. The real competition is in 
displays and good illumination. 
Both of these cost money, but not 
nearly so much as numerous lost 
sales. 

Study this photograph of Em- 
mons-Hawkins’ display of the very 
merchandise you carry and then 
plan one that will show hardware 
items up on the plane they de- 
serve. Remember, people will be 
looking for useful, substantial and 
good looking merchandise for 
Christmas gifts. No one has a bet- 
ter answer to the public’s problem 

(Continued on page 58) 











The inviting entrance to Bomar-Summers, Louisville, Ky.. backed 
by newspaper advertising draws Christmas volume to the store. 


All Departments 
Share in the 


ITHIN a stone’s throw of 

large and high class de- 

partment stores of Louis- 
ville, Ky., Bomar-Summers Hard- 
ware Co. do a substantial Christ- 
mas trade. They accomplish their 
results through a coordination of 
window and store display with 
newspaper advertising. 

George Schuele, Jr., has charge 
of merchandising and advertising 
and is assisted in display by Emil 
Faller and Rudolph Zwigard. 
Both these men are display en- 
thusiasts, Mr. Faller having won 
rather consistently in nationally 
conducted window display con- 
tests, but work in entirely differ- 
ent ways. Mr. Zwigard plans his 
display on paper a week or two 
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ahead of time while Mr. Faller 
works directly, using his own in- 
genuity and other ideas gleaned 
from trade papers. 


All Lines Moving 


Mr. Schuele, when preparing his 
advertising for the newspapers, 
selects a list of items that are 
varied and selected from as many 
departments as is practical, in or- 
der to keep all lines of the stock 
moving. He gives a copy of this 
list to the display men and these 
are the items they must build their 
displays upon. Sometimes it is a 
real problem to produce a well 
balanced and harmonious arrange- 
ment with the items that are found 


necessary to feature, but it is 
usually done to advantage. Each 
display man has one window for 
which he is responsible, while an 
island window that has been found 
to be very effective in moving 
merchandise when all other means 
fail, is used for emergencies. This 
window has_ been “dubbed” 
“Pluto,” for obvious reasons, by 
the display men of Bomar-Sum- 
mers. Given a good window dis- 
play and attractive newspaper ad- 
vertising the firm sees to it that the 
same merchandise featured in the 
ads and windows is also promi- 
nently displayed inside the store. 
Power tools, for instance, are a 
substantial feature of the store’s 
business and so are shown just in- 
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side the door at the left of the 
entrance. Their customers num- 
ber many professional men of 
Louisville and the line is an active 
one during holidays as well as 
throughout the year. As elsewhere. 
power tools are becoming more 
and more popular as major Christ- 
mas gifts and their popularity is 
helping the sale of hand tools con- 
siderably. A club plan of purchase 
is in operation at Bomar-Summers 
and, of course, purchases may be 
made and the article held for 
Christmas delivery. 

Among the larger unit items 
sold as Christmas gifts are bi- 
cycles, also sold on club plan pay- 
ments. Wheel goods form the bet- 
ter part of the children’s gift busi- 
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Volume at 
Bomar-Summers Co. 


ness and these are displayed on 
the second floor. 


Ads and Displays 


No other promotion is used at 
Christmas time by Bomar - Sum- 
mers other than newspaper ads 
and window and store display, but 
the entire front half of the large 
store is given over to display of 
housewares that may be sold as 
gifts and a large part to toys, not 
heavy in dollar volume, but ef- 
fective in creating store traffic. 
There is something to interest 
every member of the family on 
this floor—toys, housefurnishings, 
power and hand tools, utility 
items for both men and women, 





refrigerators, gas stoves and wash- 
ing machines, radio and smaller 
electrical appliances. 

A glance at the reproduced ad 
of Bomar-Summers accompanying 
this description will show the 
variety of lines featured. It is the 
policy of the store to use this type 
of advertising copy, which, they 
feel, keeps all departments inter- 
ested and moving along. Among 
the major appliances, Mr. Schuele 
states that gas stoves are probably 
the most active during Christmas 
season. January is more active 
in other major appliance lines, 
probably because of the appear- 
ance of the new models on the 
market. People seem to be style 








conscious in these lines as they are 
in the matter of automobiles. 

The Bomar-Summers method is 
another proof of the value of ty- 
ing up the three strong factors in 
the hardware man’s selling pro- 
gram — advertising, window dis- 
plays and store displays. Plan the 
items to reach all departments as 
much as possible and see that your 
sales force is familiar with what 
is being offered. 


Dressed for 
Christmas 


(Continued from page 55) 


than the hardware man if he will 
only give his merchandise a 
chance. 

In displaying bright goods, too 
much cannot be said for illumina- 
tion—it is imperative and pays for 
its use. These chrome finished 
items catch every ray of light and 
toss it back at the customer with 
the message: “Buy me. Your 
friends will like to own me.” 

Arthur Emmons of the Emmons- 
Hawkins Co., speaking of an ex- 
perience in selling bicycles—an- 
other line that is included in 
Christmas selling—says that when 
mail order competition became 
bothersome and people kept tell- 
ing about the cheaper bikes that 
could be obtained at the mail order 
house—it was about three dollars 
less—they sent out and bought 
one of the competitive “wheels” 
at retail and put it on the floor. 
It was a revelation just how many 
bikes were sold as a result of the 
comparison side by side on the 
sales floor. There has been steady 
increase in sales because of this 
plan, and Mr. Emmons sees no 


reason why the same _ method 
would not work with other items. 

Emmons-Hawkins use about 
one-quarter of their sales floor as 
above described for their Christ- 
mas display and its striking ap- 
pearance seems to give the im- 
pression that the whole store is 
dressed for Christmas. Make your 
store so far ahead of your low 
priced competition in presenting 
good hardware 


lines to advantage and see how 


looking, useful 
you profit. 
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Bomar-Summers 


POPULAR PRICES ON GIFT MERCHANDISE 


EASIEST OF TERMS —— SMALL DOWN PAYMENT 
This Policy Applies On All Major Items—Including Bicycles and Delta Tools 
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Reyel Fleer Cleaner Reg. Price $39,50 
Royal Hend Cleaner Reg. Price $14.50 
$54.00 Valve for 73995207 70 


Latest 1936 models. 
throughout. Floor 2 na ome 


revolving brush and very bd 
oan goctien. Hand Cleaner ie deal 
for cleaning above floor. 


$3.00 DOWN PAYMENT 


ly VUPCHABED ON EASY PAY PLAN 





STANLEY Tool Outfits 


Cabinets Or Chest 





No. 903—17 Tools, $19.50 
A practical assortment of the most 
necessary tools for man and boy. All 
high quality. Put up in oak cabinet 
21 inches long—which can usi 
as a hand chest or fastened on wall. 

STANLEY COMPLETE CHEST OUTFITS 

Low 0 


KENNEDY 
METAL KITS 
Most Popular 
With Mechanics 

The Garage Kit 
with 
Tote Tray & 

inches long 10 inches wide and 13 
inches Bogie apes for shop use, 
Good lock, side catches and leather 
ne Rega dee garage worker will 








Some Low As $1.00 








Dark Imperial Blue. 

Genuine “Union” 
ROLLER 
SKATES 
$1.59 


For small and larger boys. b. 2 Pies 
lar extention patterns— the 
sturdy ball bearing 2 gy 

Those for Girls are 10c more. 








STREAMLINE V§LOCIPEDES 
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Detroit-Jewel 
XMAS 
SPECIAL 


464°"° And Your Old Stove 


A SAVING OF. $10.00 
ON THIS BEAUTIFUL MODEL 
AS LITTLE AS $4.00 DOWN 


Make ‘this smell down payment—no more 
thirty days when another small payment wil 
be due and so on until your range is paid for. 
The low carrying charge is included in the 
mionthly payments and all a =_— you are 
enjoying the use of this fine r: 

TIME REMINDER ab 

CONDIMENT SET 

Wius¥- cooking top with folding cover—porcelain 
sae saving burners—oven wd control and tooclous 
services Grawer. Truly o Medern Range. 











Delivery Any Time You Like Up to December 24th. 





‘$20 TRADE-IN OFFER 
ON -MAYTAG WASHER 
cog THE BIG 
MODEL 
10 
Priced At 
$89.50 


Less the 
Old Washer 
Allowance 


You Pay 
Only 


$69.50 


LOW CARRYING CHAROE OM OLUB PLAN 
MAYTAG FEATURES: 
Large Roomier Tub. The , aot drain 
A sedi- 


hoge empties the tub comple’ 
ment Trap under the an a collects 








revers- 
ba drain plate and quiet lifetime enciosed 
power drive. 


INFRA-RED RAY LAMP 
Adjusts to Any Angle 

A XMAS 

— 


$3.95 


We've all learned Seif 






ailments. 





~ Simplified 


Clipshave 
Electric. Shaver 





Womert like Clipshave be- 
Pe. 
GOLD ON EAST TERMS 





“NIAGARA” Streamline DOUBLE BAR 





much higher priced bi: 


Clean-Cut, Fast! 
Unjversally Popular 
Big Bicycle Value 


perb finish is comparable only with 
Fully 


in either red or blue in beautiful shades, 





icycles—furnished 
equipped models at $34.95 and they surely are ‘See them 





as oo. 
ta ay 7 
full 34-inch ity, 20-4 
T-inch table, ithe ches 3 








EMPIRE 
RADIO 
Exceptional 
Value 
In This Fine 
8-TUBE SET 


With Three-Color 
Band Selector 


Here's your oppor- 
tunity to get a good 
looking set 
performs in splendid 
fashion at a very low 


which 





Purchases Stored for Later Delivery On Request 











Walosd Ratuoen hind and Fourth 


roma BOMA R- ;2 UM MERS cn Cs 


HARDWARE AGE 























i 























Ea FALKER, display 


manager for Anderson 

Hardware, York, Pa., be- 
lieves in mass displays, particu- 
larly for Christmas goods. When 
displaying other classes of mer- 
chandise, such as cutlery, appli- 
ances, etc., he favors the unit style 
of display, sithilar to those shown 
in HARDWARE AGE’s window dis- 
play suggestions, featuring the in- 
terchangeable display fixtures. 
Pedestals and boxes are useful for 
such unit displays. But when peo- 
ple are shopping for gifts for a 
variety of people of all ages and 
sexes, they want to see a large 
number of items from which to 
select. 

In addition to mass displays, 
Mr. Falker likes to use motion 
displays whenever possible. They 
stop passersby and hold their at- 
tention. During Christmas season 
such motion display pieces as 
Donald Duck and Mickey Mouse 
are used to good advantage. At 
other times a large cutout repre- 
senting a watch with its hands 
moving fast eneugh to call atten- 
tion to the display helps sell many 
more of that item and the other 
items in the same window than 
could be sold without the motion 
display. 


The store uses manufacturers’ 
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Toys Are Traffic Builders 
for Anderson's 


York, Pa. hardware dealer utilizes mass 
displays for building Christmas volume 


cut-out displays to advantage and 
at Christmas time several season- 
able cutouts are available to hard- 
ware merchants. Ask your sup- 
pliers what cutouts are available, 
but do so far enough in advance 
that you may give them time to 
accommodate you. 

Toys are used as a traffic 
builder by Anderson’s and they 
are displayed in a way that sells. 
A sample of a toy which comes in 
knock-down packaging is set up. 
They do not depend upon the im- 
probable imagination of the cus- 
tomer to figure out how it works. 

In common with many other 
hardware stores, Anderson’s have 
noticed that since the stocking of 
toys and games as Christmas mer- 
chandise they have had many cus- 
tomers come to the store whose 
faces they had never seen before 
and who, undoubtedly, would not 
have visited the store had it not 
been for the magnet of these 
Christmas lines. Many express sur- 
prise that the store carried this or 


that item. It has proved the begin- 
ning of many repeat visits for 
a number of customers. 

The same principle, says Mr. 
Falker, can be made use of in sea- 
sonal lines—featuring in advertis- 
ing, window and store displays 
such items as housefurnishings, 
garden goods, etc. 

Good lighting is considered vi- 
tally important, with white gloss 
ceilings and walls to reflect as 
much light as possible. Too many 
hardware stores are prone to turn 
out lights, even though they have 
a good lighting equipment. A few 
lost sales, due to depressing at- 
mosphere of a dark store, will far 
outrun the cost of adequate light- 
ing. 

In the Anderson windows 100- 
watt bulbs are used in reflectors 
set on twelve-inch centers and 
these lights are kept burning until 
10 p. m. in the dark months. 

Joseph B. Anderson is the pro- 
prietor of this attractive store in 
York. 
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AJOR appliances are fa- 
vored by R. 5S. Scott 
Hardware, Frankfort, 
Ky., throughout the year as well 
as at Christmas time. Although a 
general line of hardware is han- 
dled, refrigerators, 
washing machines and radios, each 
a nationally known line, make up 
the major portion of the store’s 
display and occupy a large part 
of the sales effort of the firm. 
Approximately three times a 
year demonstrations are held, 
when the entire center of the sales 
floor is cleared for the seating of 
about 300 people to listen to a 
talk on the merits of one or more 
major appliances. At other times 


gas stoves, 


an invitation demonstration is 
held at the hotel. A suite of rooms 
is engaged and special invitations 
extended to prospective purchas- 
ers, a souvenir of some kind is 
provided and a general talk on 
the appliance given. Mr. Scott 
states that if the firm were to con- 
sider the immediate results of 
these demonstrations they might 
often be very much disappointed 
with them, but it is surprising to 
note the number who avail them- 
selves of these invitations, know- 
ing there is to be no entertain- 
ment or other inducement. These 
affairs actually make staunch cus- 
tomers for the store and sales are 
made long after the demonstra- 
tions take place. Only recently a 
woman phoned the Scott store to 
ask the measurements of the line 
of ranges carried by them, as she 
was planning her kitchen and 
wished to provide a space for a 
gas range. 

She had been convinced of its 
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Growing 


as 


Gifts 
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Scotts Major Appliances Add Volume 


Units Are 
Popular 


for Xmas 


superiority when she saw it dem- 
before her 
made. This 
noted 
in the case of newspaper adver- 


onstrated two years 
actual purchase was 
same experience has been 
tising. Sales cannot always be ex- 
pected as an immediate or direct 
result of the space used. It is not 
possible to tell just when a cus- 
tomer has been made by your ad- 
vertising. The constant reminder 
is what builds the prestige over a 
period of time. The Scott Hard- 
ware no longer looks upon the 
deferred purchase as a failure of 
a demonstration or an advertise- 
ment. 


As a sales stimulator, during 
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‘the Christmas season this store 
cooperates with other merchants 
of Frankfort in the plan involving 
the presentation of a Packard car 
to the person making the largest 
amount of purchases in dollars 
and cents from any or all of the 
group members. Four tickets to 
the dollar purchase are given by 
the various business establish- 
ments and at the end of the cam- 
paign the car is won by the person 
who has spent the most money. 
Naturally such large unit of price 
items as sold by Scott’s will great- 
ly enhance the chances of winning 
the Packard. Mr. Scott intimates 
his satisfaction with the stimula- 
tion in sales as a result of this 
plan. The cost to each member of 
the participating group is about 
$100. 

It would seem that since a num- 
ber of families make gifts of major 
electrical appliances, it would be 
a good plan to hold one of these 
demonstrations far enough ahead 
of Christmas to permit the con- 
sideration of a purchase by fam- 
ilies or the heads of families. 
Such a scheme could be explained 
at the demonstration and the open 
suggestion made that no finer gift 
could be selected. Quité an at- 
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Completely dominating the Scott hardware displays at Christmas are 
major appliances which make up a great part of the holiday volume. 


tractive show at reasonably small 
expense could be provided with 
radios, refrigerators, washers and 
gas ranges. It may be that this 
matter is left too late instead of 
planting the seed far enough in 
advance to have it bloom on 
Christmas. 

The Scott window display is one 


Demonstrations draw interested crowds to the R. S. Scott Hardware store in Frankfort, Ky. 


that is far above the average and 
on a par with many of the best. 
No factor is stronger in promot- 
ing sales of major appliances 
than high grade windows. Murray 
Scott, son of the proprietor, is 
energetic and forward looking, be- 
lieving in modern merchandising 
methods. 






































Heavy competition didn’t injure Corlett’s Christmas toy profits 


Rents Store for Holiday 
Toy Department 


TOY department conducted 
A in a big way with a large 
assortment of toys of all 
descriptions will add materially to 
the profits of a neighborhood 
hardware store. This was proved 
by the experience of the Corlett 
Hardware Co., Cleveland, during 
the 1936 holiday season. The 
store is located in an outlying 
rather thickly populated residence 
district with quite a few other re- 
tail establishments in the imme- 
diate vicinity. Previously the Cor- 
lett store had done little or nothing 
with toys. 
Leasing for the holiday period 
a store room directly adjoining 
that happened to be vacant, the 
Corlett store fitted up the 24 by 75 
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The Corlett Hardware Co., Cleveland, Ohio, 
received unusual profits from this idea 


ft. room for the attractive display 
of toys, decorated the walls in 
keeping with the festive season and 
provided an abundance of light, 
so that altogether the added store 
room presented an appearance 
that proved very attractive to the 
youngsters and to their parents 
as well. A door between the rooms 
provided an entrance from the 
hardware store into the toy de- 
partment, and the latter, of course, 
had the usual front entrance. 


One of the features of the hard- 
ware store is a permanent gift de- 
partment, which is located along 
one side near the inner entrance 
into the toy shop, and the mer- 
chandising of gifts and _ toys 
worked well together. 

The store was confronted with 
plenty of competition in toys from 
other stores in the neighborhood, 
but under the direction of Miss 
Bertha McKenzie, long its effi- 
cient manager, it aimed to outdo 
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all of its nearby competition in the 
extensiveness and variety of its 
stock of toys. The toy department 
was fitted up by her brother, Ches- 
ter McKenzie. 

Novelties in toys come and go. 
Items that stand at the top during 
one holiday season prove poor 
sellers the next. Last year the 
Dionne Quintuplets replaced Shir- 
ley Temple, who was the favorite 
in toys the previous year. 

Miss McKenzie, not depending 
solely on the lines of toys offered 
by traveling salesmen, scoured the 
market for the latest novelties to 
round out her stock of more staple 
merchandise, and in this way pro- 
vided a toy department that was 
thoroughly up to date. 

The toy department started its 
successful career about Nov. 1 
with a formal opening. All the chil- 
dren and many of the grown-ups 
in the neighborhood attended. Chil- 
dren were made happy with gifts 
of inflated toy balloons bearing the 
store name. The toy department 
was further widely publicized by 
door - to- door distribution of a 
four-page folder illustrating toys 
in color. Incidentally, many neigh- 
borhood stores have ceased to be 
neighborhood stores in the com- 
mon acceptance of the word. The 
automobile has eliminated dis- 
tances, and a* store in a_ well- 
traveled thoroughfare can attract 
customers living far away from 
the immediate neighborhood. 
Many of the purchasers of toys at 
the Corlett store came from consid- 
erable distances. 

Business was brisk from the 
start. Stocks of many of - the 
smaller and moderately priced 
items became cleaned out, so that 
reordering was necessary. Holi- 
day merchandise that proved best 
sellers included games, mechanical 
toys and, of course, dolls and such 
educational to ys as chemical, 
wood-burning and erector sets. 

The venture in toys by the Cor- 
lett store resulted in a very profit- 
able return from that department, 
and Miss McKenzie plans to con- 
tinue the department on a larger 
and more spectacular scale during 
the next holiday season. Between 
seasons the store maintains a small 
display of toys along one of the 
side walls. 
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J. Cc. Blaser, Cleveland, Uses Tree 


Effect to Attract Customers 


J. C. Blaser of Cleveland, Ohio, believed in calling attention to the 
fact that it was the Christmas season and he did the job in a big 
way. Mighty few people who p d the Blaser store during either 
the day or night failed to realize the fact that it was featuring 
holiday merchandise. Evergreens were draped from a point three 
stories above the sidewalk and electric lights were placed every 
few inches apart. The result was that when illuminated it gave 
the effect of a Christmas tree and attracted the window shoppers. 
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GIFT HOUSE 
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AA—White side panels set 6 inches away from background, ceiling high. B—Dark blue sky painted on fiber board panel 
set against background. Silver stars and dark green tree tips cut from paper are pasted on the panel after house is 
set up to assure correct positions. C—False front of white cottage made of fiber board and lumber by the carpenter. 
D—Is lower portion of “B” panel with wall paper back of the window. Use lights at floor between these two panels. 


Plan a Campaign for More Xmas 


ill 


a= 


nh 





> 
3 
mr 








STORE N 


ee ered 


| 





This sketch will make a good top 
cut for newspaper ads. A photo of 
the “house” in the window display 
can be used for a booklet cover or 
a newspaper cut. Use a painted 
reproduction of the window “house” 
on delivery trucks bearing the 
slogan “Gift House for Home Gifts.” 


A small store can do as good 
a job as a big store if plans are 
made and work is started early 


TART your program plan- 
S ning with the selection of 

an appropriate striking 
holiday symbol that is adaptable 
to both advertising and display 
use to give a complete tie-up 
throughout all parts of the cam- 
paign. 

Suggested is a simple Christmas 
tree symbol—two cut-out trees of 
different colors arranged so that 
the under one forms a “shadow” 
for the top one. The trees can be 
cut out of paper, tin, wallboard 
and made any size desired in 
various color combinations. 
Green on red is appropriate but 
try using a different color—blue. 


yellow, light green—for the back 
or “shadow” tree. Watch how 
these double trees are used 
throughout this campaign plan. 

Even everyday useables often 
become “just the right gift” when 
dressed in holiday wrappings and 
attractively displayed in a bright, 
cheerful Christmassy store. (Just 
remember that the best selling 
gifts in department stores are such 
commonplace things as_ hosiery, 
ties, bedroom slippers and han- 
kerchiefs—all dressed up in holi- 
day wrapping.) Holiday boxes 
and gift wrappings will help a 
lot in selling staple items for 
gifts. 
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_ In planning decorations and 
merchandise displays in the store. 
consider every possibility—pil- 
lars, ledges, shelves, counters, 
show cases, tables. In a one-floor 
store handling housewares and 
appliances, why not plan to 
have these in the back half of the 
store, with a decorative sign ar- 
ranged across the center of the 
store to dramatize the “Gift 
House” idea as shown in the 
sketches. Notice how the “gift 
house” interior sign, the window 
setting and newspaper heading 
cut can all be made to tie up. 
With housewares and appli- 
ances arranged as_ suggested, 
group various lines together, mak- 
ing little booth effects by using 
dividers on the showcase tops, and 
putting kindred merchandise in 
shelves and showcase in each sec- 
tion. The dividers are simply 
two wooden panels joined together 
to form two sides of a triangle. 


Business! 


- 


Merchandise can be displayed on 
these panels. On a small rod that 
joins panel to panel at the top 
front corner, as a brace, hang 


small signs, naming the kind of 
merchandise shown in each sec- 
tion. 

Aisle tables can be double 
decked, and the decorative trees 
used to top off the set-up. Some- 
times a booth or two is practical 
—but don’t let these become view 
obstructors. In building booths. 
use the cut out trees at the cor- 
ners where the upper panels join. 
and the front of the lower, or 
counter part of the booth. 

The “sampling” idea of mer- 
chandise display (with stock con- 
venient for “take with” sales) is 
likely to be most satisfactory. By 
this is meant to show one sample 
of each of a number of related 
items together. Smaller items can 
be shown fastened on panels, on 
or in showcases, with a ticket be- 
side each item giving information 
including price. Larger items 
shown on tables or cases, should 
have descriptive price tickets 
securely attached. On items where 
the stock is not right at hand and 
in sight have an inventory record 
on the ticket, or on a convenient 
card, so that the exact quantity 
in stock can be instantly known. 
The sampling idea will overcome 
a lot of shop lifting, while giving 
customers a chance to see mer- 
chandise easily. Sales can be 
speeded up as much as 20 per 
cent by this plan of display. 

In the front part of the store, 
arrange personal gifts for men 
and boys on one side, and gifts 


GIFT HOUSE 


Ss 


Ledges are easily decorated by 
separating various sections or dis- 
plays by cut-out trees of Upson 
board close to the wall. Paste silver 
stars on the wall. 


i 


A little tin tree slipped into a knife 
slit in top of the 1 by 2 inch wood 
bracket makes a fine wall or pillar 
sign holder. 
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Pattern for cut-out trees made of 
paper, cardboard or metal. Two 
colors may be used overlapped. 
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A painted banner sign which can be extended across the store, half-way back or more, with side panels to com- 


plete the effect. Concentrate all gifts for the home in section back of this division and other gifts in front of store. 
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Two cupboards 10 inches deep, with height and width based on size of your window. To these white cupboards are at- 
tached red wings cut from Upson board with little white trees pasted on. The plateau on which the cupboards rest is 
green and the front floor white. Cut out lettering at top is green. In this simple setting can be shown a goodly variety 
of gifts without confusion. We suggest that the gift sections for “men and boys and women and girls é within 
the store have the colored “wings” at each end of the shelves in order to give the proper tie-up with the windows. 


for women and girls on the other. 
On the men’s and boys’ side 


play up— 
What’s His Hobby? 


Give the men on your list gifts 
they will get excited about. 


Put a hammer, saw and plane, or 
a hammer, screw driver and 
a good drill together, with a sign, 
“For the handy man about the 
house,” or pliers, soldering iron, 
tape and outlets “for the amateur 
electrician.” The “amateur” idea 
can be carried through a whole 
series. 

On the women’s and girls’ side 
show all the personal items you 
can select, as distinguished from 
those used for the home. A sand- 
wich toaster “for girls at school,” 
a travelling iron, decorative 
dishes, manicure scissors and so 
on. If you have sporting goods, 
they can be divided. Toys can 
be divided likewise, if necessary, 
or grouped on center aisle tables. 

Such displays in the store and 
in the windows, help customers a 
great deal in making selections. 
Where displays are jumbled, the 
wandering, wondering gift seeker 
becomes more confused than ever 
and says, “Guess I’ll look around.” 
Then a sale is lost. 
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The window display “Gift 
house” is easily made—see sketch. 
There are two side panels (A) of 
fibre board on a wood frame. At 
the center is a false front of a 
white cottage made of fibre board 
and lumber, the siding lines (C) 
and chimney being painted in if 
desired. In back is set another 
panel with starry sky and tops of 
trees painted in or cut from paper 
and pasted on. The same panel, 
back of the window is wall 
papered to give an interior effect. 
Use a string of lights on the floor 
between the two panels to illumi- 





Cut-out tree symbol may be used to 
decorate a Christmas gift booth. 


nate back of the window and the 
sky. 

The other suggestion is two gift 
“cupboards” in white with red 
wings in place of doors. Their 
size should be determined by the 
size of the window. If needed, 
narrow glass shelves can be used 
between the wooden shelves. The 
plateau on which the cupboards 
stand is of green. The “wing” 
idea can be used in the store to 
set off the men’s and boys’, and 
women’s and girls’ sections, thus 
getting tie-up. 

Newspaper and direct mail ad- 
vertising should tie up with the 
displays. Use the little double 
tree illustration (or the symbol 
you select) in every piece of ad- 
vertising. If possible, repeat the 
“gift house” illustration as the 
top piece for your housewares and 
appliance ads. To tie up with the 
cupboard idea you can have a 
side border strip drawn to repeat 
the design of the “wings” in the 
window display. Or, you might 
have gifts arranged in the cup- 
board and have a photograph 
taken before placing it in the 
window. 

The number and size of the 
ads you use will depend upon your 
budget. However, have some of 
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the ads set up and run off ahead 
for use as direct mail and pack- 
age enclosures. For instance, use 
a three or four column ad fifteen 
to eighteen inches deep for “gift 
house.” And the same size space 
for a combination ad for personal 
gifts—men and boys, women 
and girls. Be sure to feature your 
very best sellers at your most 
popular prices, use a goodly 
variety of items, with illustrations 
and good descriptions. 

Then have reprints (or advance 
prints) made on good quality 
paper using both sides. Use this 
as a mailing piece with Dec. | 
bills and have enough left over 
for package enclosing. Write the 
ads early, so you can give them 
the time and attention they de- 
serve. 

For an additional stunt have 
reproductions of the “gift house” 
sign used in the store, copied on 
water proof material for use on 
your trucks with the slogan— 
“Gift house for home gifts.” 

Get ready early. Have the store 
decorated inside by the middle of 
November and announce to cus- 
tomers in your Nov. 1 bills the 
store will be in readiness early so 
they can shop ahead of tlie rush. 

Getting ready early is important 
and imperative in the smaller 
store. Given time the average 
store can do a real Christmas pro- 
motion job. The writer has 
worked in smaller stores and 
knows what can be done even 
when the promotion budget is 
small and the staff limited. Get 
busy now! It means more business. 


GIFTS 
ELECTRICAL 





In the homewares section various 
lines can be grouped separately 
by using triangular dividers in 
the show cases with a sign for 
each section on a cross-bar. Show 
kindred merchandise on shelves 
and in case fronting the shelves. 
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What They Want for Christmas 


ARDWARE dealers have al- 

ways known that a tremen- 
dous percentage of Christmas 
gifts were obtainable in their 
stores, but it is safe to say that 
relatively few of them ever real- 
ized just what that percentage 
was. 

The October 1, 1937, issue of 
Sales Management contained an 
article titled “What Folks Want 
for Christmas Cue for Holiday 
Sales Drives” which served to 
clear up the uncertainty to a de- 
cided degree. This article was 
based on a forecast of possible 
Christmas sales made by Market 
Research Corporation of America 
investigators. The investigators. 
operating in various sections of 
New York City, asked 1000 men 
and 1000 women the following 
question: “What single gift, with- 
in reason, would you like to re- 
ceive more than any other for 
Christmas?” 

Of the 1000 men questioned 
191, or approximately 20 per 
cent, mentioned articles which 
may be purchased in hardware 
stores. About 10 per cent of the 
women, 104 to be exact, stated 
that they would prefer articles 
which may also be found in the 
hardware dealer’s stock. Read the 
following figures and you'll know 
where you stand: 


Gifts Men Want 


Auto radio 
Fog lights 
Battery 
Compass 
Heater 

Auto robe 
Tube 

Tires 

Knife, gold 
Pen and pencil set 
Fountain pen 
Electric razor 
Safety razor 
Shaving set 
Alarm, electric 
Radio 

Golf clubs 
Fishing equipment 
Ice skates 

Skis 

Boxing gloves 
Bicycle 
Tricycle 
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Hunting coat 
Leather jacket 
Tennis racket 
Ping pong table 
30-30 rifle . 

Gym equipment 
Baseball catching outfit 
Squash racket 
Shot gun 

Rowing set 

.22 rifle 

Saddle 

Snow shoes 

Pool table . 
Fishing pole 
Camping set 
Chess set, ivory 
Camp stove 
Reducing machine 
Wall tent . 
Canoe 

Outboard motor 
Life preserver 
Desk set 

Desk lamp 

Sunray lamp 
Electric grill . 
Tools and machinery 


Gifts Women Want 


Auto radio 

Fountain pen set 
Electric razor ; 
Electric comb and drier 
Manicure set 
Traveling clock 
Radio 

Bicycle 

Golf clubs . 

Tennis racket 

Skis 

Skates 

Hockey stick 

Canoe 

Vacuum cleaner 
Electric stove 
Electric washer 
Electric ironer 
Refrigerator 

Lamps oy 
Toaster and grill 
Garden furnishings 
Fireplace equipment 
Electric iron 

Dishes 

Scale Perla i 
Miscellaneous electric 
Tools and machinery 
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How the Cherokee Hardware Co., Louisville, Ky., gets 


Christmas Shopping Atmosphere 


with quickly installed facilities 


“NHE Cherokee Hardware 
‘| Co., Louisville, Ky., clears 
all decks for Christmas 
goods, mainly toys and gift items 
such as glass ovenware, table ap- 
pliances and other household 
items, many of a novel nature. 
The regular display tables are 
fitted with rounded end tables of 
the same height as the regular 
tables (see illustration). These as- 
sembled combinations are then 
terraced with boxes stepped about 
three inches above each other, 
covered with a holly patterned 
paper and dressed with the gift 
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merchandise. The whole arrange- 
ment gives a sales stimulating ap- 
pearance and easily makes the 
store a community gift center. A 
generous use of decorations adds 
immeasurably to the appearance 
of the store. Cherokee Hardware 
did not make the mistake some- 
times made of conserving the fes- 
toons and wreaths. In fact, the 
central unit of the display is a 
sort of booth arrangement for the 
presentation of toys. Suspended 
from the top of this booth is a 
whole row of red wreaths, perhaps 
the complete stock. This row 


serves as stock and decoration at 
the same time, for the wreaths are 
sold from this booth. Here, too. 
are the wrapping materials and 
brightly hued stickers, and pack- 
age decorations. They also serve 
as stock and decoration. There is 
nothing like toys and related mer- 
chandise to make a small store 
appear Christmassy. By the same 
token it is not advisable to dis- 
play toys at all if you do so in 
very small quantities. Toys are a 
line that may be sold in real quan- 
tities for adequate selection, be- 
(Continued on page 72) 





An attractive display of regular hardware items dressed for Christmas at the Cherokee Hardware Co., Louisville, Ky- 
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Y OWER HARDWARE, Frank- 
fort, Ky., is located a few 
doors from a large mail 

i order branch store which adver- 

tises extensively and uses strong 

displays, but they do not worry 
about that. They reason that the 
mail order house draws trade by 
their advertising and these people 
must pass directly by the Sower 


_ 
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Newspaper ads augmented by 
postal cards helped to increase 
Christmas trade at Sower 
Hardware, Frankfort, Ky. It is 
surprising how much an ordi- 
nary postal card does when 
carrying a personal message. 





FRIDAY % SATURDAY ONLY 


Stveam lined trai. Tes sets 


Large red wagon Dump truck ” 
Pin ball game Paint se*3 
Auto with lights Blackboerd 


Beautifyl 23% Deil 
Come ip and see our Toyhard. 
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Sower Makes 
_ Postal Cards Aid Sales 


Hardware store. Handling a rather 
extensive line of toys, Sower uses 
his windows to attract the cus- 
tomers, not only on their own 
merits, but also those who have 
been in the mail order store and, 
perhaps, have failed to find the 
goods to their liking and satisfac- 
tion. Their next impulse, natur- 
ally, is to go into the hardware 


store which displays an interesting 
line of toys and gifts. So, the pres- 
ence of the big, bad mail order 
store is a help rather than a hin- 
drance. 


Building a Mailing List 

One of the best ways to build 
an active mailing list has been 
advocated in HARDWARE AGE many 
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times. It is to keep a list of the 
names of actual purchasers in 
your store by asking them full 
particulars when they make a pur- 
chase. Sower Hardware have 
worked hard for two years to ob- 
tain a good mailing list in this 
way. Today their list, obtained by 
asking names, initials, addresses, 
noting purchases, etc., numbers 
more than 900 active purchasers 
who have actually been in the 
store and bought goods. 

The value of such a list is indi- 
cated by the large number who 
mention that they have received 
a card or announcement, as the 
case may be. Formerly the firm 
used rural route box numbers for 
their mailings, but found this im- 
personal method far from effec- 
tive. The average man or woman, 
being human, likes to receive mail 
and a postal card addressed per- 
sonally will draw far greater re- 
sponse and usually may be counted 
upon to get the recipient to the 
store. There the proprietors and 
their assistants may have the op- 
portunity to cement the relation 
by interested service and attention 
to the customer’s wants. 

In addition to postal cards, run 
off on the addressograph, Sower 











DOLL]JUP THE 
LIGHT fy FIXTURES 





The lamps like this can 
be made Christmassy 





like this. Cut out these stars 
from green corrugated display 
board and form a cylinder as 
Roy Weitzer did for Reilley 
Bros. & Raub, Lancaster, Pa. 
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has copies of his advertising ap- 
pearing in the Frankfort papers, 
printed as envelope stuffers and 
mailed out to his active list. These 
are as effective as the cards. 


A Christmas Greeting 


The firm prepares a greeting 
card at Christmas time, which is 
signed personally by the proprie- 
tor. One thousand are sent to the 
store’s customers and while it 
seems like a large order to sign 
one thousand cards, it is surpris- 
ing how many can be “John Han- 
cocked” in a few hours at home. 
It is difficult to estimate the value 
of such a greeting. The experience 
of those who make a practice of 
sending cards back to the cus- 
tomers when on a buying trip to 
the city will reinforce the conten- 
tion that it is a profitable thing 
to do. 

Keep a personal contact with 
your trade, being ever on the alert 
for the name and address of a 
new customer, find out his buy- 
ing preferences, then send him 
word that you are offering a new 
item, a line of gifts, or that you 
are wishing him a Merry Christ- 
mas. 
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A trailer like this is a good pre- 
Christmas traffic builder. This one 
was used by a New York depart- 
ment store but the idea is adaptable 
in many cases. Window displays in 
the trailer and signs go with a loud 
speaker to call attention to the hard- 
ware store's Toyland. The idea works. 
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A simple box-like arrangement will call 
attention to your display tables of toys 
and other gifts for children. It helps to 
concentrate the lighting on the display 
and the colorful figures and decorations 
on the four sides can be seen immediately 
upon entering the store. These may be du- 
plicated throughout the store over all the 
tables. Similar box arrangements may be 
built around pillars in any hardware store. 
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Lancaster, Pa., firm uses unique program 


on the air as basis for all of its pre- 


Christmas promotion of toy department 


ADIO advertising is the 
R basis of most of Steinman 
Hardware Company's 
Christmas promotion plans. A. Z. 
Moore, president, has been doubl- 
ing for Santa over the air for the 
past few years, and has a definite 
plan in connection with his broad- 
casts. First he provides a specific 
item which is to be featured. One 
year, for instance, he provided a 
“singing cradle”—a doll’s cradle 
with a musical attachment in it as 
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an interest-building feature. Chil- 
dren and parents alike wondered 
what a “singing cradle” was and 
came to the store to find out. Last 
year his specific item was a toy 
called “Hoot Nanny.” No one had 
ever seen a “Hoot Nanny” in cap- 
tivity, apparently, for the public, 
young and old, came in large num- 
bers to see it, to find it a very in- 
teresting toy retailing at $1.25. 
Mr. Moure had definite ideas 
about conducting his Santa talks 





Good window displays. a main floor having plenty of Christmas 
atmosphere is the formula of the Steinman Hardware Co. 
shows the fireplace-like elevator entrance to the upstairs Toyland. 


Radio Creates Interest 
‘in Steinman'ss Toyland 


over the air, believing in the 
psychology of the positive ap- 
proach. In other words, he sug- 
gests to Johnnie, who may have 
been disobeying his mother, that 
it is greatly to his advantage to 
behave according to his mother’s 
wishes, rather than telling him, as 
some parents suggests, that some- 
thing dire will happen to him if 
he fails. He tells them about the 
safety of crossing the street care- 
fully and at the proper times. The 
response of both children and par- 
ents is very gratifying to the firm. 

Occasionally Mr. Moore makes 
what he terms “spot announce- 
ments’ —that is, he will mention 
casually that the store has fine 
gifts for grownups as well as toys 
for children. Perhaps he will men- 
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This photo 
















tion on one occasion that a par- 
ticularly fine set of andirons 
would make a fine gift for some- 
one, and the results immediately 
following are ample evidence of 
the power of air waves. People 
come in to ask about “those fix- 
tures mentioned on the radio yes- 
terday.” A child wrote in to say 
that his mother was going to make 
an angel cake for Santa and in 
order to cooperate with mothers 
by making their baking less trou- 
blesome, he suggested over the air 
that he was very fond of choco- 
late cake and that if this youngster 
would leave a piece of chocolate 
cake and a glass of milk on the 
mantle before going to bed he 
would stop for it on his way back 
to the north pole for the night. 
Mr. Moore learned afterwards that 
hundreds of mothers were impor- 
tuned by the younger generation 
to make chocolate cake. Of course, 
the parents aided and abetted 
Santa by consuming the cake, 
thereby putting themselves in the 
position of having to carry out the 
Santa legend to the end, a proceed- 
ing that involved the purchase of 
Christmas gifts such as “Hoot 
Nannies.” Incidentally the name 
has an ability to capture the imag- 
inations of the youngsters and get 
them talking about it. This adds 
fuel to Santa’s fire and “Hoot 
Nannies” are likely to show a 
small inventory on Christmas eve. 

The local radio station reaches 
most of Lancaster County and 
the response in the form of letters 
from the boys and girls testify to 
its effectiveness. 

The program opens with a 
chorus of “Jingle Bells” and pro- 
ceeds to the musical selections and 
the talks by Santa. The radio sta- 
tion assists in the preparation of 
the program. No prices are ever 
quoted because the children are 
the real audience and preclude the 
talk of price. No direct selling 
effort is made, but a carefully 
worded talk tells the parents what 
they wish to know about Stein- 
man’s stocks. 

Mr. Moore regards advertising 
as a message to the public telling 
them of the offerings being made 
rather than a direct selling force 
as so many regard it. He believes 
that advertising’s mission is to 
bring people into the store and it 
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then becomes the duty of the man- 
agement and the staff to do the 
selling from that point on. It is 
the fault of the management if, 
given the people to work on, it 
fails to interest them in the goods 
and sell them a reasonable amount 
of merchandise. He states that the 
radio program coupled with the 
toy department, brought hundreds 
of people, particularly women 
into the store—people who had 
never been there before and other- 
wise would never have been there. 

In offering a special, it is not 
the practice to place that item 
where it will be exposed to sale 
unsupported. Carefully selected 
step-up items are placed along- 
side, calculated to carry the cus- 
tomer, by easy stages, and greatly 
increased appeal to the better 
grade goods, bearing a better 
profit. 

The Steinman windows are well 
displayed and in the Christmas 
window described herewith, an 
interesting plan was used. A pic- 
ture in color representing carol 
singers at Christmas time, beside 
an old-time lamp post was placed 
behind a window giving the im- 
pression of them being outside the 
window singing. A curved chan- 
nel was constructed between 
the window and the poster and 


fitted with a small electric fan 
which blew bits of white paper 
chopped up fine around in a cir- 
cular motion, that is, blown 
along the curved bottom of the 
channel and upward, then it fell 
again like lazy snow. It made 
a most attractive display and one 
having an interesting motion. The 
illusion of falling snow was com- 
plete. A larger one could be built, 
using a heavier fan if desired. In- 
side the store, the left side is given 
over to a display of gift items. 

At the elevator, attention is di- 
recied to the toy department on 
the second floor. The elevator 
shaft is enclosed in a chimney-like 
affair made of brick-paper and a 
mantle on the front framing the 
entrance. Customers step into the 
elevator and are taken “up the 
chimney.” Santa’s letter box is 
placed handy for the youngsters 
to slyly slip their letters in the 
slot. 

The Steinman store, the oldest 
hardware store in America, was 
established in 1744 and is one of 
the outstanding hardware stores in 
the country today, showing 
strength and vigor for its 182 
years of successful existence. A. 
Z. Moore is president; Samuel E. 
Smith, secretary, and Scott W. 
Baker, treasurer. 





Christmas Shopping Atmosphere 


(Continued from page 68) 


lieves Karl Young, the proprietor, 
and his store backs up the belief. 

The brighter colored toys are 
stocked toward the rear of the 
store for the usual reason of get- 
ting children and their parents to 
walk the length of the store and 
back, thus being exposed to many 
attractions in playthings. 

Besides the Christmas traffic 
making value of toys, the Chero- 
kee Hardware finds them a year 
‘round contact builder. Birthdays 
are always occurring and, because 
the store operates in a small sub- 
urban area known as “The High- 
lands” the salespeople can keep a 
mental inventory of the gifts that 
have been purchased there and 
many times save duplications and 
at the same time make the sale. 
When a birthday party is to be 


held it is not unusual to have a 
goodly number of children or 
parents come in to make gift pur- 
chases. 

An old silent salesman type of 
case is utilized to house the doll 
stock, and incidentally it keeps 
the dolls from excessive handling 
and in good condition. This case. 
says Mr. Young, is one of the 
most profitable pieces of equip- 
ment in the store. 

Mr. Young’s experience is in- 
dicative of many others—that if 
you are going into toys and gifts, 
do so in a sufficiently big way to 
make an impression in your com- 
munity. 


Note:—Decorative illustrations used 
in this section courtesy of Vincent Ed- 
wards & Co., New York City. 
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Price Discrimination and 


Price Maintenance 





Hon. Wright Patman, Texarkana, Texas, member of Congress and co- 
author of the Robinson-Patman Law, reviews progress to date in connec- 
tion with that law and discusses the closely related Tydings-Miller Law 
before joint session of Wholesalers and Manufacturers Wednesday 
Oct. 20. Characterizes Patman Bill as “the Golden Rule in business.” 
Tells of further probable legislation of related nature and of new bill he 
will propose for further control of chain stores. 





T this time there are more dif- 
ferent proposals in the minds 
of the people of this nation, 

in the Legislatures of 48 States and 
in the National Congress dealing 
with business than ever before in the 
history of this country. There is 
more of a real need for an organiza- 
tion among those who have an in- 
terest in common than ever before. 
We are compelled to admit that 
minority groups, if properly organ- 
ized, have tremendous power and in- 
fluence; that one voice is given little 
attention, but thousands of voices 
are heard and given consideration. 
Therefore, a group is in a better 
position to protect the interests of 
its members and serve the public 
welfare by an organization than any 
other way. Your group is entitled 
to claim a proper share of the credit 
for preventing the passage of bad 
laws and for obtaining the passage 
of good laws affecting business. 
Your able and efficient Secretary- 
Treasurer, Mr. Geo. A. Fernley, is 
always on the job looking after your 
interests. He has at all times been 
in position to furnish, and has fur- 
nished, valuable information con- 
cerning your industry to the Com- 
mittees of Congress and individual 
members requesting it. You need 
not fear passage of national legisla- 
tion that is properly considered and 
based upon correct facts and infor- 
mation. An effective organization, 
such as your own, can render a very 
constructive service to that end. 
The manufacturers and wholesal- 
ers have a problem in common with 
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independent retailers. We learned 
long ago that no class or group can 
remain prosperous without other 
classes and groups sharing their 
prosperity. 

There are more than 30,000,000 





HON. WRIGHT PATMAN 
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NOTE: Limitations of 
space made it impossible 
to include this address 
in the story of the Chi- 
cago Convention which 
appeared in the issue of 
October 2I1st. As a result 
of the interest this ad- 
dress created at the Con- 
vention, we are, there- 
fore, publishing it prac- 
tically in full in this 
issue of Hardware Age. 


people in this nation dependent 
upon farming for a livelihood. These 
people represent so much of the 
American market that it is neces- 
sary for them to receive good prices 
in order to help the other people of 
the nation. There are more than 
40,000,000 people dependent upon 
wage-earning for a living, 11,000,000 
dependent upon transportation and 
communication, 7,000,000 upon the 
professions, and 18,000,000 depen- 
dent upon distribution for a liveli- 
hood. It is, therefore, our duty, from 
a selfish standpoint, to adopt a pol- 
icy of “live and let live.” We should 
recognize that we are our brother’s 
keeper, even though we are selfish 
in such recognition. 

Our economists have learned a 
lesson the past few years. They have 
learned that the mass of the people 
must have purchasing power, and 
that this purchasing power must be 
distributed. They have learned the 
lesson that cattlemen of the West 
have known all the time, and that is 
that you cannot fatten the entire 
herd of cattle by merely feeding the 
bull. 

Some of our big business men 
spend large sums for advertising to 
induce consumers to buy, yet oppose 
every effort that is made to give the 
consumer adequate buying power 
with which to buy. 

The consumers of America are 
better informed today than ever be- 
fore. The wonderful means of com- 
munication to them have permitted 
many of the confusing and compli- 
cated problems of the past to be re- 
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moved by giving to them correct in- 
formation and completely answering 
erroneous reports, paid propaganda 
and misleading and false informa- 
tion. These consumers know that 
they are the farmers, wage-earners 
and others who profit most them- 
selves with good prices and good 
wages. They know, too, that the 
lowest possible price is not always 
in the interest of themselves and the 
country. It is my belief that the 
consumers today will not insist upon 
a price of a commodity being fixed 
so low that it will not provide a fair 
price to the original producer, a 
fair wage to the wage-earner who 
converts the raw material into the 
finished product, a fair profit for 
transportation, or a fair profit for 
distribution. All these different pro- 
ducers, handlers and distributors 
are entitled to a legitimate, honor- 
able price and profit, and, to my 
mind, no sane, well-informed, pub- 
lic-spirited citizen will contend 
otherwise. 

Those who are engaged in legiti- 
mate business are oftentimes com- 
pelled to deal with: the chiseler or 
cheater who seeks a temporary ad- 
vantage that is against the interest 
of the country. This chiseling and 
cheating has in some lines of busi- 
ness become so powerful that legiti- 
mate businesses have been destroyed, 
which caused many peuple to suffer 
and the entire country injured. 


Legal Limitations 


It is not possible to correct all 
evils and bad practices by law. A 
contract is no better than the indi- 
viduals making the contract. A law 
is no better than the people who are 
under obligation to observe it and 
the effectiveness of the agencies that 
are charged with the duty of en- 
forcing it. We cannot legislate the 
Golden Rule in business to the ex- 
tent that it will be 100 per cent ob- 
served or enforecd. Regardless of 
how strict and rigid the law is, there 
will always be violations, but usually 
if it is a good law the violators will 
be the exception and not the gen- 
eral rule. 

Doubtless you, as manufacturers 
and wholesalers, sell to the large 
corporate chains. Yet, if I am cor- 
rectly informed, your real bread- 
and-butter permanency is dependent 
upon the business from the little 
retailer and the success which he 
attains. At the same time, the little 
retailer is dependent upon you. Job- 
bers are needed by manufacturers. 
They are needed by independnt mer- 
chants. 
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Recently I had an occasion to 
examine a merchant’s order to 
a jobber. The order contained 
twelve items, aggregating in 
value $26.30. Seven of these 
items had to be obtained from 
different manufacturers. If the 
retailer did not have an inde- 
pendent jobber to serve him, his 
existence would be shortlived. 
If the large national corporate 
chains should succeed in entic- 
ing independent merchants into 
trading with their own jobbing 
outlets, the independent mer- 
chants would find themselves at 
a great disadvantage in compe- 
tition with the retail outlets 
owned by such a large corpo- 
rate chain. Independent jobbers 
are just as necessary as inde- 
pendent merchants, because in- 


dependent merchants cannot 
survive without the help of in- 
dependent jobbers to _ serve 
them. 


During the past 150 years the peo- 
ple of this country have tried all 
kinds of business—they have tried 
socialistic schemes, consumer co-ops, 
direct - from - factory - to - consumer, 
elimination of middle men, and 
many other different schemes and 
plans. They have learned that the 
manufacturer is a middle man be- 
tween the producer and the con- 
sumer, that big business doing its 
own manufacturing, wholesaling and 
retailing soon becomes uneconomic, 
top-heavy with expense, and in the 
end more harmful to consumer in- 
terest than the regular old estab- 
lished business that has developed 
after so many years of experience in 
both good times and bad times. 

It is to your interest to encourage 
local ownership of ‘retail distribu- 
tion. At the same time, while you 
are working in your own interests 
in this respect, you are also working 
in the interest of the people of this 
nation. When we talk in favor of 
the independent merchant, we are 
talking in your favor. 

Up until three years ago, the out- 
look for the independent business 
man was not good. It was well 
known that his day had passed, un- 
less something unknown or unfore- 
seen should by chance happen to 
rescue him. This independent busi- 
ness man was becoming a victim of 
unholy greed and thirst for power. 
He was being crushed by an unholy 
alliance of tremendous concentrated 
wealth and enormous influence. His 
existence was not looked upon by 
many large, influential groups as 
either necessary or desirable. In 
fact, his extermination was being 








welcomed by many influential, but 
uninformed, people of our country. 
An effort was being made to cause 
the consumers of America to believe 
that the lowest price that could be 
forced by reason of large buying 
syndicates acting in conspiracy was 
the best price for them and for the 
country. Very few newspapers, 
radios or other means of communi- 
cation to the people were used to 
sing the praises of the independent 
business man. It looked like his 
disappearance from the scene of ac- 
tion was being called for by eco- 
nomic progress, and only a dema- 
gogue or one of the crushed victims 
was expected to raise a voice in his 
behalf. 

About that time powerful asso- 
ciations, entering the fight as an 
army would go upon the field of bat- 
tle, came to the rescue of these in- 
dependent merchants, and along 
with national leaders, the cause of 
the independent merchants has been 
presented to the American people. 
Thomas Jefferson said, “If the peo- 
ple get the truth, the country is 
safe.” You have made it a part of 
your duty to get the truth to the 
people, and you have succeeded. 
You had a just cause, and the 
praises of the independent mer- 
chants were sung throughout the 
length and breadth of this land. 

Our fight has aroused the country 
as it has never been aroused before. 
It resulted in the passage of two 
major laws for independent mer- 
chants—the Robinson-Patman Law, 
the Tydings-Miller Law. The cam- 
paign has created public sentiment 
in favor of independent business and 
the American people today are sold 
on the fact that independent busi- 
ness should be preserved and pro- 
tected. 


A Valuable Weapon 


Public sentiment is the most val- 
uable weapon that can be used. It 
will destroy the bad and encourage 
the good. If public sentiment is 
with you, success is assured; but if 
it is against you, failure is inevitable. 
No one escapes the penalty of ad- 
verse public opinion. Only recently 
it destroyed what was at one time 
one of the most valuable and popu- 
lar weekly magazines in America. 
Being armed with a just cause, we 
carried our fight to the people. Logic 
and reason supported our conten- 
tions, and the American people be- 
ing fair decided in our favor. This 
is the independent merchants’ first 
victory. It must be made perma- 
nent. You must go forward and not 
backward. Therefore, let us resolve 
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to do all within our power, through 
cooperation, organization, buying 
power, selling power and otherwise, 
to make this victory a 100 per cent 
success. 

The Robinson-Patman Act has 
been in effect one year and four 
months. It is looked upon with 
more favor today than at any other 
time since its passage. The Con- 
gress has made a large appropria- 
tion for its enforcement by the 
Federal Trade Commission, and this 
commission—the members of which 
I have confidence in and a high re- 
gard for—are making a conscien- 
tious effort to administer the law in 
a fair and equitable way. If anyone 
should disagree with this commis- 
sion about its opinion in any par- 
ticular case, such person may resort 
to the courts, either by injunction 
or in an action for damages, and 
the opinion of the Federal Trade 
Commission, if adverse, will in no 
way affect or interfere with his 
rights in the courts. 


The Chairman of the Federal 
Trade Commission, the Honor- 
able William A. Ayres, in a re- 
cent statement said: “Contrary 
to the statements sometimes 
made by those who feel ag- 
grieved at having been de- 
prived of the unfair advantages 
outlawed by the Robinson-Pat- 
man Act, it was no hastily 
conceived piece of legislation 
rushed through Congress with- 
out adequate consideration of 
the evils it sought to remedy 
and the efficacy of the remedy 
proposed. While there are many 
situations which yet need to be 
remedied under its provisions, 
it is beyond dispute that much 
good already has been accom- 
plished by it. In no small mea- 
sure is this attributable to the 
helpful cooperation which the 
Commission has received from 
business men, the vast majority 
of whom are interested in pro- 
moting fair and ethical stand- 
ards of conduct in business.” 


The Robinson-Patman Act is hav- 
ing the beneficial effects that had 
been predicted by its sponsors. The 
90 per cent of the business men 
who wanted to do right fell readily 
into line, and the 10 per cent, who 
constituted the chiselers, are on the 
run. The act has been so effective 
and such a wholesome influence that 
many of the big chiselers are falling 
into line and many of the smaller 
ones are being pushed into line. 

This act is gradually leveling off 
the unconscionable discrepancies 
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made in favor of mass-buying power 
and against the independent. I be- 
lieve it has successfully stopped ar- 
bitrary discounts. 

The Federal Trade Commission 
has been very cooperative with busi- 
ness men in their efforts to comply 
with this law. The trade commis- 
sion’s staff and the members of the 
commission have held conferences 
with hundreds of individuals seek- 
ing an understanding of the. act as 
it affects their business. In addi- 
tion, they have answered many thou- 
sands of letters in response to in- 
quiries about the act. The chairman 
of the commission states that, as a 
result of such efforts, large numbers 
of business men, and in several in- 
stances whole industries, have re- 
vised their practices to comply with 
the letter and the spirit of the act. 

Although it is not possible for any 
governmental agency to definitely 
and conclusively give an opinion in- 
volving any law which would be final 
and binding upon the Government 
and its enforcement agencies, yet 
the Federal Trade Commission has 
gone just as far in that direction as 
it has been possible for them to go. 

The commission granted an excep- 
tion to an old-established policy and 
complied with my request to furnish 
for publication and distribution the 
typical cases which have been passed 
upon by the commission without for- 
mal complaint. The commission fur- 
nished a list of 63 cases exemplify- 
ing the type dismissed without fur- 
ther action. 

The circumstances leading to dis- 
missal of the 63 cases described in 
the statement which I inserted in 
the Congressional Record of Aug. 
25, 1937, may be summarized as 
follows: 


Reason for Dismissal 


In seven of these cases more than 
one reason was given for dismissal 
of the complaint. 

Any person who has been dis- 
criminated against under the Robin- 
son-Patman Act may bring it to the 
attention of the Federal Trade Com- 
mission by presenting the complaint 
in writing, and it should contain a 
clear statement of the facts. The 
informant’s name will not be dis- 
closed, and the information will be 
kept confidential. This is known as 
an informal complaint. It is not 
referred to the Federal Trade 
Commission, but is referred to a 
member of the Chief Examiner’s 
division for an independent inves- 
tigation of the material facts. The 
party complained against is in- 
terviewed and given an opportunity 
to make explanation regarding his 
alleged violation of law. If, upon 
the facts disclosed by the commis- 
sion’s investigation, it appears that 
there are reasonable grounds to be- 
lieve that the law is being violated, 
the commission issues a formal com- 
plaint, setting forth in detail the 
charges involved in the case. The 
respondent is given a reasonable 
time to make answer. If the charges 
are denied, evidence is taken, both 
for the Government and the re- 
spondent before a trial examiner, 
who makes a report to the commis- 
sion on the evidence taken in the 
case. Thereafter briefs may be filed 
and the case orally argued before 
the commission before a decision is 
reached. If the commission finds 
that the law has been violated, it 
issues an order requiring the re- 
spondent to cease and desist from 
the illegal practices. The respondent 

(Continued on page 112) 


No. of Cases 


A. Facts as ascertained by Commission did not substantiate basis for 
POE SI OOP ee Py Tree CCT Tee ee ieee va 
B. Transactions were not in interstate commerce......... citawne oe 
C. Respondent named in complaint was involved in other proceedings 
under Robinson-Patman Act or under anti-trust laws...........+++.. 2 
D. Practices complained of occurred prior to passage of aehineen- Delman 
Act or were discontinued upon request of Federal Trade Commission 5 
E. Cases involved sales to agencies of Federal Government (Attorney 
General has held that Robinson-Patman Act is not —— to con- 
tracts with federal agencies for supplies)..............++.- 2 
F. Alleged price discrimination pertained to ssemehinsitiien whieh was 
ascertained to be not of same grade and quality............. oa 3 
G. Discounts justified on the basis of differences in costs... ...........+. 7 
H. Price discrimination was apparently justified for purpose of meeting 
FOOTE ee ee ree rn et re ee 7 
I. Price discriminations existed but were so small as to cause no injury 
Er Terr ere ree Orr ree er ee 4 
J. A seller is permitted to select his own customers. . 1 
K. Selling below cost by a retailer is not forbidden nan the eat 4 
L. Advertising space is not a commodity within the meaning of the Act 1 
M. A manufacturer may sell to all customers (wholesalers or retailers) 
at the same price; he need not give discounts. ........00seeeeeeene 1 
N. Payment for brokerage is allowable where definite services are 
ee ee er Or eer meres er mare Yr Prey re re ee 1 
O. Price discriminations in buying prices are not denounced by the Act 1 
P. Policy of requesting sellers to share the cost of listing 1 om ina 
special manner does not constitute price discrimination............ 1 
Q. Case closed for further investigation under new ownership a business 1 
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Chapter 13—Intermediate Course 


Base Metals 


r \ HE first 12 chapters of our 
study of builders’ hardware 
resembled a course of in- 

struction in a grade school. You 
undoubtedly found it easy and, I 
hope, instructive. If you go no 
farther in the course, however, 
you will be like the grade school 
graduate who in looking for a 
job finds that he has decided 
limitations. Please do not mis- 
understand me. I am casting no 
reflection on grade school boys. 
As a matter of fact, that’s all I 
ever graduated from myself. But 
higher knowledge and education 
are always helpful and knowledge 
and application determine the 
size of your pay check. 

With this chapter we begin the 
high school or intermediate course. 
The first lesson of this course is 
rather a simple one. It’s like com- 
ing back from a summer vacation 
when the first day’s lesson only 
serves to get you into the groove 
again. But be sure to get this first 
lesson firmly fixed in your minds. 
It will come in handy as we pro- 
ceed. 








In the elementary course we 
mentioned cast iron, steel, brass 
and bronze in a general way. With 
the intermediate course, however, 
we should go into a more intimate 
discussion of the various metals 
which are used in the manufac- 
ture of builders’ hardware. 

The accompanying chart lists 
the comparatively few metals with 
which you must be familiar. In 
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Making a routine chemical 
analysis of a steel specimen 
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Cast Iron 
Malleable Iron 
Forged Iron 
Wrought Steel 


Wrought Brass 





The Base Metals 


Wrought Bronze 





Cast Brass 
Cast Bronze 
White Metal 
Forged Brass 


Cast Aluminum 








it are included the various base 
metals from which practically all 
builders’ hardware is made. Sup- 
pose we start off at the head of 
the list with cast iron. © 

Cast iron-derives its name from 
the fact that as a general rule the 
molten iron is poured into a mold, 
the shape of which is the same 
as that of the finished article. 
Save for machining, it is gen- 
erally used with no further form 
of treatment. Cast iron consists 
of about 92 per cent iron, the 
remainder being carbon, silicon, 
manganese, phosphorus and _ sul- 
phur. As cast, this type of iron 
is weak and brittle which, of 
course, limits its use to articles 
where strength and reSistance to 
shock are not particularly essen- 
tial. 

Cast iron, however, has a num- 
ber of good features. It will not 
rust as quickly as will steel and 
it will wear much longer than 
steel. For these reasons, as I 
pointed out in a previous chapter, 
it is a better metal than steel to 
use on such items as cupboard 
turns, sash locks and lifts, drawer 
pulls, door stops, etc. 

Malleable iron is little used in 
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residential hardware, but in this 
chapter we are learning about all 
the base metals and should there- 
fore consider it. It has all the 
characteristics of cast iron with 
the exception that the iron content 
is from 96 to 97 per cent. It is 
given a special baking or anneal- 
ing treatment which leaves the 
casting extremely tough and _ re- 
sistant to shock. Malleable iron, 
when properly cast and annealed, 
can be severely bent and some- 
times tied into knots without frac- 
turing. 


Colonial Types 


Forged iron, as we think of it 
in connection with residential 
building, is used principally with 
colonial reproductions of early 
American hand-forged hardware. 
a study of which will be made 
later on in our course. 

What we are considering now, 
however, are the base metals 
themselves. For forging purposes 
the iron is generally over 99 per 
cent. Iron forgings are, as a rule. 
produced by hammering a red hot 
bar of iron into the desired shape. 

Wrought steel is, I am sure, a 


familiar name to everyone in the 
hardware business. Wrought steel 
sheets are obtained by rolling bil- 
lets of steel between a series of 
rollers to the desired thickness. It 
is a metal used for countless ar- 
ticles from small screws to auto- 
mobile bodies. Most of the build- 
ers’ hardware items made out of 
wrought steel are formed out of 
flat sheets by dies in heavy presses. 

Wrought brass is like wrought 
steel save that the sheets instead 
of being steel are of brass. 
Wrought brass contains from 60 
to 80 per cent of copper and 20 
to 40 per cent zinc. Wrought 
brass, unlike wrought steel, will 
not rust. 

Wrought bronze is similar to 
wrought brass and is made and 
used in the same manner, the only 
difference being in the composi- 
tion of the base metal which is 
90 per cent copper, about 10 per 
cent tin, and perhaps some zinc 
to improve casting characteristics. 
The higher copper content of the 
bronze imparts a reddish color to 
the metal as compared to the yel- 
low of the brass. 

It might be well to get out of 
your stock a piece of brass and 
a piece of bronze so you will be 
able to fix in your mind the dif- 
ference and always know which 
metal is which. Manufacturers 
usually make no difference in 
price between brass and bronze 
builders’ hardware items. 

Cast brass is obtained by the 
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same general methods employed 
in the production of cast iron. 
The molten metal is poured into 
molds of the desired shape. A 
typical analysis of a brass casting 
is as follows: 


Copper, 67 per cent 
Zinc, 30 per cent 
Tin, 1 per cent 
Lead, 2 per cent. 


Cast bronze like wrought bronze 
differs principally in the larger 
amount of copper and has less 
amount of zinc. A typical analysis 
of a bronze casting is given as 
follows: 


Copper, 90 per cent 
Zinc, 2 per cent 
Tin, 6 per cent 
Lead, 2 per cent. 


Cast bronze is stronger and 
has better wearing qualities than 
brass. Cast brass and cast bronze, 
unlike cast iron, cause little if any 
trouble from breakage. 

White metal, a base metal, is 
obtained when nickel is _intro- 
duced into brass metal in amounts 
varying from 10 per cent to 20 
per cent. A typical analysis of 
white metal follows: 


Copper, 62 per cent 
Zinc, 19 per cent 
Lead, 2 per cent 
Nickel, 17 per cent. 


The introduction of the nickel 
causes the brass to lose its yellow 
color and to assume a whitish 
appearance. This metal is also 
found on the market under the 
name of german silver, white 
bronze, nickel brass or nickelene. 
It can be produced in the form 
of castings, bars or wrought 
sheets. The chief advantages of 
white metal over brass or bronze 
lies in its superior resistance to 
wear and corrosion. 

Forged brass is coming to the 
fore in builders’ hardware. Brass 
forgings are obtained by methods 
similar to those used in forging 
steel. The metal is hammered or 
forced into dies or forms while 
it is hot, but not hot enough to be 
in the liquid state. 

Cast aluminum has little if any 
use in residential hardware. It is 
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specified on some government 
work, in sewage disposal plants, 
etc., where acid fumes corrode 
other metals and it has been used 
to some extent on offices and 
buildings, particularly those be‘ 
longing to aluminum companies. 
On the whole, it has not proved 
satisfactory to date for lock parts 
because it is not as strong as 
brass or bronze. 

Cast aluminum is obtained by 
the same general methods used in 
producing cast iron, cast brass or 





cast bronze. The molten metal is 
poured into molds of the desired 
shape. A typical analysis of cast 
aluminum is as follows: 


Aluminum, 91.5 per cent 
Copper, 8 per cent 
Other elements, 0.5 per cent. 


Now you have the story of the 
various base metals used in the 
manufacture of builders’ hard- 
ware. In our next chapter we will 
study the various finishes used 
with these metals. 





The Voice of Your Store 


(Continued from page 40) 


are first with all new and season- 
able merchandise, your store will 
soon be known as the leading store 
in your community. 


Important Factors 


Other important factors of when 
to advertise are: on what days are 
your community’s largest payrolls 
distributed? This is particularly 
true in towns that have consider- 
able industries. In farming com- 
munities there are usually certain 
days of the month that farmers 
have a habit of going to town. 
Holidays, too, play an important 
part. In the first two, your ad 
should appear the day before these 
events take place. In the case of 
the holiday, your ad should ap- 
pear two days previous. This will 
keep your advertising fresh in the 
minds of your customers. 

Most people have a motive for 
buying and these motives can be 
classified in six groups, namely, 
economy, health, comfort, pride, 
pleasure and knowledge of mer- 
chandise. In planning your ad- 
vertising you should ask yourself 
which group the item would ap- 
peal to. For instance, in selling 
electric refrigeration, you appeal 
to the customers through economy. 
With sporting goods, it’s health; 
with an oil burning heater, it’s 
comfort, etc. 

Advertising interests and creates 
in the minds of your customers 


the desire to own a certain item. 
It will bring them to your store 
but you must do the selling, and 
in order to do a good selling job 
there must be a follow-through, 
which means most of all, have the 
merchandise on hand when ad- 
vertised, marked with the same 
price as shown in your ad; see 
that it is prominently displayed 
and wherever possible a talking 
sign is used, telling a story about 
the merchandise. Surround the 
advertised items with related or 
suggestive selling merchandise, 
then make sure the people in your 
store are familiar with all the sell- 
ing points so that a customer who 
has been sold by your advertis- 
ing does not become unsold when 
a clerk is unable to give the ser- 
vice that they are entitled to. 


Window Displays 


Do not overlook the importance 
of window displays as an adver- 
tising method. In smaller towns 
it perhaps will not bring the im- 
mediate results that a window 
would in a large city, but it helps 
to tell your customer that you are 
an up-to-date store. It will help 
to emphasize the important items 
used in your advertisement. Your 
windows are the eyes of your 
store and reflect the personality 
within. Trim them often, keep 
them clean, and make them in- 
teresting. 
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PORTABLE OVENS 
ARE LISED BY 
WOMEN IN EayeT / 
WOMEN ARE ABLE JO 
CARRY THEIR STOVES AND 
SUPPLY COOKED FOOD WHEREVER 
THEY ARE TRAVELIAIG 





HOME BUILDERS WHO INSULATE THE WALLS 
OF THEIR HOUSES AREN'T so AAODERN/ 
ESKIMOS LISED WHALEBONE “Ki 
INSULATING THE WALLS OF THEIR HUTS 
2000 YEARS AGO, TAKING THE AACE 
OF THE CORK, ASBESTOS, SAWDUST, ETC. 
LISED TODAY 











MARRIAGE OK 
ROLLER SkaATES! 
THE REV. WILLIAM 
B. SHARP OF AAINEOLA, 
N.Y., MARRIED GEORGE 
H. MARTIN ANO MISS 
ELINOR BLINDBURY. 

ALL WERE OA/ 
ROLLER SKATES 





IT RAINS SO 
MUCH IN BERGEN, 
NORWAY, THAT 

UMBRELLA RECEPTACLES 

ARE FITTED WITH 
DRAIN PIPES 

LEADING TO THE 

STREET / 
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Housewares and Electrical 
Windows That Catch the Eye 





UTDOOR activities are prac- 
tically finished in many 
sections of the country and 


people are spending more time 
indoors than they did a few weeks 
ago. Things that add to one’s 
ease and comfort in the house are 
very much to the fore these days. 
Such being the case, it would be 
to the advantage of hardware 
dealers to concentrate on displays 
of merchandise that offer aid and 
comfort to their customers. 


Two windows are shown on 
these pages which fall easily with- 
in the above classification. Above 
we see one devoted to a display of 
housewares — for the most part 
kitchen essentials. The plateau in 
the foreground is occupied by an 
assortment of pots, pans, colan- 
ders and other articles necessary 
to the well-equipped culinary de- 
partment of the home. On either 
side and on the pedestals at the 
rear are shown other articles— 
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canisters, skillets, dishes, coffee 
pots and other items. The display 
is tied together at the ends by a 
carpet sweeper and a vacuum 
cleaner. The slogan on the back- 
ground tells the purpose of the 
display. 

The HarpWaRE AGE _ inter- 
changeable display fixtures have 
been used to excellent advantage 
in this window permitting an easy 
display of merchandise in such a 
manner as to show every article 
to advantage without crowding. 
Owing to the fact that the mer- 
chandise shown in this window is 
of various colors it would be well 
to use fixtures and backgrounds of 
a neutral shade. Deep tans and 
medium shades of gray would do 
well with these articles and, should 
the dealer desire to inject a more 
colorful tone in his display, yellow 
could be used to advantage. 

The window display shown be- 
low is devoted entirely to electri- 
cal merchandise large and small. 


Radio, refrigerator and washer 
constitute the large items featured, 
while the smaller ones include 
a radio, clock, lamps, vacuum 
cleaner, toaster, iron and flash- 
light. 

Notice the way in which this 
merchandise has been placed. The 
eye, traveling from the left to the 
right, is first caught by the large 
radio. Interest is held by the 
smaller items in the center as the 
eye passes to the right and is 
finally held by the mass display 
or refrigerator and washer. Inci- 
dentally, it might be said that this 
display is in the nature of an 
ascending plane from left to right. 
There aren’t many articles shown, 
but they are shown in such a way 
as to give every item individuality. 
Another idea, well worth noting, 
is the fact that the plateau has 
been edged with a darker shade. 
This gives an added effect of 
height and carries out the illusion 
of the ascending plane. The inter- 
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changeable fixtures are practically 
indispensable in this window. 

Now comes the question of 
color for the plateau and_back- 
ground. Many of the articles 
shown are in wood finishes, while 
others are metallic. Electricity 
conjures up the idea of a blue 
flash, so why not carry out the 
idea and have plateau and pedes- 
tals in a medium shade of blue 
with the plateau edge and back- 
ground in a darker shade. Of 
course, one of the numerous 
shades of tan or brown could also 
be used to advantage. 





























4X | \ 











NOVEMBER 4, 1937 








81 











and Manufacturers 
Salesmen 





News of Retailers, Jobbers 
and 








READ IT IN HARDWARE 


NEWS OF 





HARDWARE AGE FOR 





G-E MAKES CHANGES IN APPLIANCE FIELD 
AND HEADQUARTERS ORGANIZATION 


C. R. Thorson has relinquished 
his responsibilities as district ap- 
pliance sales manager for the 





Cc. R. THORSON 


General Electric Co. in Minne- 
apolis, Minn., to become sales 
manager of the electric clock sec- 
tion at Bridgeport, Conn. J. P. 
Rainbault continues as manager 
of the section. T. B. Allen, for- 
merly district appliance sales 
manager at Atlanta, Ga., has suc- 
ceeded Mr. Thorson at Minne- 
apolis. J. M. Walker, formerly 
manager of Rex Cole, Inc., New 
York City, has been appointed 
district appliance sales manager 
at Atlanta. 

Mr. Thorson joined the Gen- 
eral Electric Co. in 1930 as a 





J. M. WALKER 


merchandise salesman in the Bos- 
ton area, and later was placed 
in charge of home laundry equip- 


ment sales in Philadelphia. He 
became district appliance sales 
manager for the Minneapolis ter- 
ritory in 1935. 

Mr. Allen was with the Willis 
Co., specialty appliance distribu- 
tors in Canton, Ohio, for several 
years, eventually becoming sales 
manager. He joined G-E’s re- 
frigeration department in 1931 as 
district representative in Phila- 
delphia. In 1933 he was ap- 
pointed district manager of spe- 
cialty appliance sales in Atlanta, 
and became appliance sales man- 
ager of that district three years 
later. 

Before joining General Elec- 
tric, Mr. Walker was associated 
with the Easy Washing Machine 


ay 











T. B. ALLEN 


Corp. in its Southeast territory ; 
with the Newport News Gas and 
Electric Co., and with Appala- 
chian Electric Power. After hav- 
ing been connected with a G-E 
distributor, Mr. Walker entered 
the company’s refrigeration de- 
partment, contacting public util- 
ities. In 1934 he became hold- 
ing companies’ — representative 
and eastern district sales man- 
ager for specialty appliances in 
New York, and was appointed 
general sales manager for Rex 
Cole, Inc., in 1936. 





KENTUCKY'S CHAIN STORE 
TAX UPHELD 
Constitutionality of the 1936 
Chain Store Tax Act of Ken- 
tucky, which had been attacked 





by the Great Atlantic and Pa- 


cific Tea Co., was upheld re- 
cently by Circuit Judge William 
B. Ardery. Judge Ardery denied 
the company’s claims that the 
tax was discriminatory and con- 
fiscatory. 

A repealer of the 1934 chain 
store tax law, the 1936 act levied 
a tax on business stores ranging 
from $2 a year for single stores 
to $300 a year for each store 
over 50 in chains of 50 or more 
in addition to a flat $7,353 on 
chains of 50 or more stores. 

On only one contention did 
Judge Ardery agree with the 
appellant. The chain had claimed 
that the state had made it pur- 
chase new licenses for stores 
which had been moved from one 
location to another after the pur- 
chase of previous license, which 
were good for 13 months. He 
held that the relicensing was not 
necessary. 

On the whole, the court held 
the act was not “unreasonable or 
arbitrary.” In addition, the opin- 
ion stated the tax was not a 
double one as the chain had 
complained. 


NEW FIRM OWNS ASSETS 
OF CRESCENT PUMP CO. 


Vacuum Systems, Inc., has 
been organized and incorporated 
with executive offices at 436 The 
Arcade, Cleveland, Ohio. This 
new concern has acquired and 
moved to Cleveland all the assets 
of the Crescent Pump Co., De- 
troit, Mich. which formerly 
manufactured the Crescent roto- 
piston dry vacuum pump, to- 
gether with exclusive manufac- 
turing rights, titles, patents, 
patent rights, equipment, tools, 
etc. 

Vacuum Systems, Inc., is in 
readiness to service previously 
sold equipment, furnish parts, 
manufacture new pumps and ac- 
cessories, fittings and all special 
tools and parts for special work; 
suiting the principle and service 
of high vacuum power. 

Officers of the company are 
Louis H. Mesker, president; B. 
E. Hathaway and H. W. Dosey, 
vice-presidents, and W. L. Hol- 
loway, secretary. William A. 
Hatcher, inventor of the Crescent 
pump will be in charge of the 
engineering department and gen- 
eral consultant for all vacuum 
problems. 











COX MANAGES LINCOLN 
TRI-CITIES OFFICE 


The Lincoln Electric Co.. 
manufacturer of arc welding 
equipment, Cleveland, Ohio, has 
appointed Arthur T. Cox, Jr., as 
manager of its Tri-Cities welding 
sales engineering office at 1205- 
09 Fourth Ave., Moline, Ill. He 
succeeds J. B. Flock, who is 
taking a year’s leave of absence. 





H. P. SNYDER HEADS 
BICYCLE FIRM 


Homer P. Snyder has been 
elected president of the Homer 
P. Snyder Mfg. Co., Inc., Little 
Falls, N. Y., manufacturer of 
bicycles and velocipedes. Mr. 
Snyder succeeds the late Edward 
H. Teall. E. S. Van Valkenburg 
has been elected chairman of 
the board, which duties he as- 
sumes in addition to being exec- 
utive vice-president. 





PARKER MADE SALES MGR. 
OF ROUND OAK CO 


F. N. Parker has been ap- 
pointed general sales manager of 
the Round Oak Co., Dowagiac, 
Mich., manufacturer of stoves, 
ranges, furnaces, oil burners, and 
air conditioning equipment. Mr. 
Parker has been associated with 
the concern in various capacities 
for 20 years. He was first con- 
nected with the company’s engi- 
neering department and later in 





F. N. PARKER 


sales promotion work. For the 
past several years Mr. Parker 
has been advertising manager. 
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BUFFALO GROUP HONORS A. D. MARTIN 
N. Y. Ass'n President guest of honor, Oct. 26, 1937, at Buffalo 


dinner meeting. 


Sec’y. John B. Foley and others address meet- 


ing attended by 126 to plan 1938 State Convention at Buffalo 


To honor Albert D. Martin, 
Rochester, N. Y., hardware mer- 
chant, the Buffalo Hardware 
Council held a special dinner 
meeting at the Hotel Buffalo, 
Buffalo, N. Y., on Tuesday, Oct. 
26, 1937. About 130 Buffalo area 
dealers, wholesalers and manu- 
facturers’ salesmen attended to 
greet Mr. Martin, president of 
the New York State Retail Hard- 
ware Association, Inc. George 
Allen, president of the Buffalo 
group and a former State presi- 


dent, presided as _ toastmaster 
supported by secretary Elmer 
Geist, Buffalo hardware  mer- 
chant. 


John B. Foley, secretary-man- 
ager of the State association 
opened the program with an out- 
line of the promotion possibilities 
of National Hardware Week to 
be observed May 9 to 16, 1938. 
He explained how special mer- 
chandise would be encouraged, 
for promotion at this time and 
said that his office would be 
equipped to supply advertising 





ideas, window streamers, display 
material and other helpful sug- 
gestions in connection with the 
promotion. He also discussed the 
1938 convention of his associa- | 
tion to be held at Buffalo, N. Y., 
Feb. 7, 8 and 9, 1938, and asked 
for the customary support of 
the Buffalo dealers to help make 
both the convention and the ex- | 
hibit a success. He expressed also 
the trend of shifting markets, 
notably the present-day distribu 

tion of many hardware store 
lines to other than hardware 
channels which he said has made 
the competitive 
difficult in 
country. 

E. C. Seifert of the Hardware | 
Mutual Insurance organization 
talked on the growing serious- 
ness of accidental deaths, many 


situation 
parts 


more 


most the 


of 


due to carelessness and indiffer- 
He part 
gence, indifference and careless- | 


ence. said in “negli- 
ness have exacted a horrible and 
ghastly toll from the American 
people during recent in 
human lives, dollar costs, sorrow 
and suffering. During 1936 we 
told that 111,000 


were killed accidentally in one 


years, 


are people | 


way or another in this country. 
while 10,000,000 | 
These figures do 
The World | 

of 50,500 | 
In fact 


approximately 
were injured. 
seem incredible. 
War 


American 


claimed lives 
the | 


six major wars recorded in Amer 


soldiers. 


ican history have claimed only a 
total of 244,000 American lives. 


Yet in a single year accidental 


84 


deaths descended upon 111,000 
people in America.” 

Charles J. Heale, editor of 
Harpware Ace, New York City, 
discussed the coming opportuni- 
ties available to retail hardware 
trade. He urged greater con- 
sideration for major appliances 
and other merchandise bringing 
in higher sale units to offset the 
many 10-cent, 15-cent and 25- 
cent sales that are part of every 
hardware man’s business experi- 
ence. He also urged greater con- 
centration of buying so that more 
time will be free for selling and 
promotion of sales declaring that 
the hardware trade sadly lacked 
sufficient sales volume per store 
in today’s competitive picture. 
Discussing the need of cutting 
distribution costs, the speaker 
said that wholesale distribution 
costs were a direct reflection of 
extra and uneconomic services 
demanded or at least accepted by 
retailers and that only by con- 
served action by both wholesalers 
and retailers, concentration of 
buying and discontinuance of 


A. J. BIHLER RETIRES 
AFTER 54 YEARS 


A. J. Bihler, now that the 
James C. Lindsay Hardware Co.., 
wholesale firm of Pittsburgh, Pa.. 
has been liquidated, is retiring 
from active participation in bus- 
iness. The Lindsay company was 
organized 70 years ago and Mr. 
Bihler’s retirement after 54 years 





A. J. BIHLER 


of widely recognized service to 
both his company and the hard- 
ware industry, will enable him 
to take a well-earned vacation. 
Mr. Bihler has purchased the 
good will, trade marks, etc., of 
the Lindsay Hardware. 


chiseling buying practices, could 
such distribution costs be re- 
duced. He also expressed some 
doubt as to the amount of help 
that could be expected from 
legislative developments although 
he was in favor or many of them 
but believed that individual in- 
itiative would finally tell the 
story in the competitive race. 

The honored guest, President 
Martin of the New York Associa- 
tion made the final address on 
the program. He traced the com- 
petitive developments of retail- 
ing and the changes that have 
taken place in the retail hard- 
ware picture. He urged hearti- 
est cooperative support among 
manufacturers, wholesalers and 
retailers in an effort to increase 
distribution of hardware and 
kindred lines through normal 
hardware channels saying it could 
only be done with a better gen- 
eral understanding among the 
three factors interested. 

Herbert Sackett, president of 
the Electrical League of Buffalo, 
told of that organization’s pro- 
motion of electrical appliance 
merchandising which he said 
helped hardware as well as other 
types of retailers handling elec- 
trical appliances. 





CORDINER GENERAL MGR. 
OF G-E APPLIANCE SALES 


Ralph J. Cordiner, 
manager of the appliance and 
merchandise department of the 
General Electric Co., has as- 
sumed the additional duties of 
general manager of appliance 
sales. After 10 years with the 
Edison General Electric Appli- 
ance Co. on the Pacific Coast, 


assistant 





Mr. Cordiner went to Bridge- 
port, Conn., in 1932 as manager 
| of the heating device section. 


} Two years later, when the radio 
division was formed, he was 
placed in charge, and this year 
was appointed assistant manager 
of the appliance and merchan- 

| dise department. 

| TELECHRON SOUND FILM 

AVAILABLE TO DEALERS 


The Warren Telechron Co.. 
Ashland, Mass., has announced 
the first of a series of theater 

| advertising sound film “shorts” 
|to aid the dealer in publicizing 
his own store in conjunction 
with Telechron self-starting elec- 
tric clocks. This new sales film 
produced by the Modern Display 
Film Co., Chicago, is available 
to dealer handling Telechror 
clocks and can be run at small 
cost in local movie houses. Com- 
plete information about the film 
may be obtained from the com 





| pany. 








SCHRAUB SALES MANAGER 
FOR UNION WIRE ROPE 


Lester G. Schraub has been 
appointed general sales manager 
of the Union Wire Rope Corp., 
Kansas City, Mo., with headquar- 
ters at 21st and Manchester Sts. 

Mr. Schraub has had 23 years 
of experience in the steel and 
wire industry, having been asso- 





L. G. SCHRAUB 


ciated with the Keystone Steel & 
Wire Co., Peoria, Ill., for 14 
years, part of which time he was 
assistant sales manager. Previous 
to his going with the Union Wire 
Rope organization he was man- 
ager of sales for the wire divi- 
sion of the Sheffield Steel Corp., 
Kansas City. 


STRIPLING TO MANAGE 
NATIONAL HDWE. & STOVE 


L. H. Stripling is now gen- 
eral manager of the National 
Hardware and Stove Co., Paris, 
Tex. Mr. Stripling has been 
associated with the concern for 
some time and is well known to 
the hardware trade of the South- 
west. 


BOGUS S.S. COLLECTORS 
FACE PROSECUTION 


Criminal prosecution by the 
Department of Justice of bogus 
collectors of funds in connection 
with the Social Security Act’s 
old-age insurance program has 
been requested by the Social 
Security Board. The Board ad- 
vised the Department of Justice 
that it has received information 
of several instances where money 
has been collected through such 
misrepresentation, and requested 
the Department to _ investigate 
them and institute criminal pro- 
ceedings. 

The Social Security Board has 
no old-age benefits collectors, 
old-age insurance collectors, or 
any other kind of collectors or 
financial agents. It has author- 
ized no one to collect any fees 
from participants in the old-age 








insurance program. 
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E. H. SIMMONS DIES. WAS 
LAST SURVIVING SON OF 
E. C. SIMMONS 


Edward H. Simmons, 67, pres- 
ident of the board of directors of 
St. Luke’s Hospital, St. Louis, 
Mo., passed away Oct. 15 after 
an illness of several months. Be- 





E. H. SIMMONS 


fore his retirement from the 
hardware business several years 
ago, he had been a vice-president 
of the Simmons Hardware Co., 
St. Louis. 

Mr. Simmons was the last sur- 
viving son of E. C. Simmons, 
founder of the large wholesale 
hardware concern in St. Leuis 
that bears his name. The son be- 
came an officer of the concern in 
1893 after completirfg his educa- 
tion in Smith Academy and Yale 
University. Since becoming a 
member of the board of the hos-- 
pital in 1919, he has been active 
in its affairs. In 1922 he retired 
from the hardware business to 
devote most of his time to the 
hospital. 

Mr. Simmons leaves his widow 
and a daughter. The two other 
sons of E. C. Simmons, Wallace 
D. and George W. Simmons, 
passed away several years ago. 


PERCY C. BROOKS 

Percy C. Brooks, 85, executive 
vice - president of Fairbanks, 
Morse & Co., Chicago, IIl., passed 
away recently at his home in 
that city. He had been associ- 
ated with the company for the 
past 38 years. 

Mr. Brooks began his business 
career in Atlanta, Ga., in 1892, 
with the Atlanta Machine Works, 
and in 1898 became associated 
with Fairbanks, Morse & Co. 
When the company organized a 
Canadian branch in 1906, Mr. 
Brooks became vice - president 
and general manager of that di- 
vision. Following the war he was 
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transferred to St. Johnsbury, Vt., 
in charge of subsidiary factories 
owned by E. T. Fairbanks Co., 
manufacturers of scales, and 
later to the New York offices, 
where he became president of 
E. T. Fairbanks Co., president 
of the Moline Scale Co. and 
vice - president of the Canadian 
Fairbanks, Morse Co., Ltd. Mr. 
Brooks then went to Chicago as 
executive vice-president of the 
parent company. His widow and 
a daughter, Edith, survive. 





JAMES W. NEIL 


James W. Neil, general sales 
manager of the C. A. Woolsey 
Paint & Color Co., 500 Grand 
St., Jersey City, N. J., passed 
away recently. Mr. Neil for 
many years previous to his asso- 
ciation with the paint concern 
was vice-president in charge of 
sales for the American Thermos 
Bottle Co., New York City. Prior 
to that he had a wide range of 
experience in the merchandising 
of numerous lines. 

Mr. Neil was a familiar figure 
at many of the major hardware 
conventions throughout the coun- 
ty and had a host of friends in 
the hardware industry. 


W. F. KIRKHAM 
W. F. Kirkham, for the past 


“21 years associated with the Cy- 


clone Fence Co., Waukegan, IIl., 
passed away Oct. 15. Mr. Kirk- 
ham had been treasurer of the 
firm for the past 10 years. He 
leaves his widow and four chil- 
dren. 


CARRIE J. FROST 


Carrie J. Frost, 69, founder of 
G. W. Frost and Sons, Stevens 
Point, Wis., manufacturers of 
fishing tackle, passed away re- 
cently after a brief illness. Miss 
Frost began the manufacture of 
artificial fishing lures for her 
father, an ardent fisherman. She 
perfected the art by making 
thousands of samples, specializ- 
ing in trout flies, before creating 
one she thought satisfactory to 
put on the market. 

After manufacturing the flies 
at her home for some time she 
moved into small quarters. As 
the business gradually grew 
larger quarters were taken until 
the firm was housed in a modern 
brick building at the company’s 
present location. In 1906 her 
brother, George W. Frost, be- 
came associated in the business, 
known as the C. J. Frost Fishing 
Tackle Mfg. Co. Miss Frost re- 


tired in 1919 and sold the busi- 
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ness to a firm operating under 
the name of the Frost Fishing 
Tackle Co. 

Surviving Miss Frost are a 
sister, two brothers, John C. 
Frost and Austin J. Frost. Two 
nephews, H. J. Frost and G. W. 
Frost, Jr., are associated with the 
company. 


W. F. WITT 


W. F. Witt, 68, buyer for the 
general hardware department of 
the Mabie-Lowren Hardware Co., 
wholesale and retail firm of Ros- 
well, N. M., passed away Oct. 3. 

Mr. Witt had been in the hard- 
ware business for about 40 years. 
He was first employed by the 
A. R. Clay Hardware Co., Moody, 
Tex., and later by the Lewis- 
Sanders Hardware Co. of Quan- 
nah, Tex. Twenty-five years ago 
he moved to Roswell, where he 
became associated with the Ros- 
well Hardware Co. until 1926, 
when he went with the Mabie- 
Lowren firm. He _ leaves his 
widow and five children. 


TOM J. DROMGOOLE 


Tom J. Dromgoole, office man- 
ager and cashier for the McLen- 
don Hardware Co., Waco, Tex., 
passed away recently. Mr. Drom- 
goole had been in the employ of 
the hardware concern for 27 
years. 


GEORGE N. SCHULTE 


George N. Schulte, secretary 
and manager of the Clara City 
Mercantile Co., Clara City, 
Minn., passed away recently. 








N. Y. HARDWAREMEN HOLD 
LUNCHEON 
Urging optimism and 
smiling, “Senator” Wally James, 
Utah, addressed more than 30 
members and guests of the Hard 
ware Trade Association of New 
York at the Oct. 26 luncheon 
meeting of the organization held 
at the Railroad Machinery Club, 
30 Church St., New York City. 
Senator James told a number of 
witty and philosophical stories 
during his talk. In the absence 
of H. L. Gilliam, Wood Shovel 
& Tool Co., president of the as- 
sociation, W. W. Edwards, Fed- 
eral Hardware Co., presided over 
the meeting. 
Robert L. Doti, 
Brooklyn, N. Y., chairman of 
the entertainment committee, an- 
nounced that the fall golf party 


more 


Igoe Bros., 


which has been under considera- 


ERNEST G. FARD 


Ernest G. Fard, a member of 
|the sales force of the Russell & 
| Erwin Mfg. Co., New Britain, 
Conn., passed away Oct. 18 after 
a heart attack. Mr. Fard gained 
his first hardware experience as 
a young man in Canada. Upon 
coming to New York, he was 
employed by the manufacturing 
concern, with which he remained 
until his recent death. For the 
past 30 years he had been a 
salesman in the New York City 
territory. He leaves two brothers 
and two sisters. 


GEORGE C. RODGERS 


George C. Rodgers, 93, oldest 
hardware merchant in Philadel- 
phia, Pa., died Oct. 10. Mr. 
Rodgers’ father, a hardware 
manufacturer, made first knock- 
latch manufactured in the United 
States. The son entered the 
hardware business when 17, and 
was active until a week before 
his death. 


JULIUS LOEBER 


Julius Loeber, pioneer hard- 
ware merchant in_ Stillwater, 
Minn., passed away on Oct. 8. 
Mr. Loeber was a charter mem- 
ber of the Minnesota Retail 
Hardware Association. 


T. W. DUNCAN 
T. W. Duncan, 59, hardware 


merchant and former mayor of 
La Grange, Ky., died Oct. 10 
after a brief illness. His widow 
and a son, Thomas Duncan, sur- 
vive. 


tion has been postponed until 
some time in the spring of 1938. 


VACUUM CLEANER MFRS. 
ELECT OFFICERS 


R. J. Simmons, Birtman Elec- 
tric Co., Chicago, Ill., was re- 
elected president of the Vacuum 
Cleaner Manufacturers Assn. C. 
G. Frantz, president, Apex Elec- 
trical Mfg. Co., Cleveland, Ohio, 
was re-elected secretary-treasurer 
and P. A. Geier, P. A. Geier Co.. 
Cleveland, was elected vice-presi- 
dent. 

The association’s new execu 
tive board comprises the officers 
and H. W. Hoover, Hoover Co.., 
Canton, Ohio; C. G. Groff, Elec 
trolux, Inc., New York City: 
Fred Wardell, Eureka Vacuum 
Cleaner Co., Detroit, Mich., and 
Julius Tuteur, Electric Vacuum 





Cleaner Co., Inc., Cleveland. 
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MASBACK HARDWARE BEGINS 


As a starter for the approach- 
ing Christmas holiday season, 
the Masback Hardware Co., 326- 
330 Hudson St., New York City, 
held a special telephone sales 
conference during the last week 
in September. The telephone 
was used to announce to the 
firm’s 33 traveling representatives 
in New York City and the Met- 
ropolitan Area that on Sunday, 
Oct. 3, the Masback Hardware 
Co. would hold an open house 
for its dealers. 

For the open house a large 
display of Christmas and sea- 
sonal items was arranged which 
would suggest to the company’s 
dealers, methods of display and 
promotions of merchandise in 
demand during the fall and win- 
ter months. The display was de- 
signed and carried out by O. H. 
Grube of the company sales pro- 
motion department. Mr. Grube 
was on hand personally to offer 
suggestions to visiting dealers. 
The display room will remain 
open on Wednesday evenings for 
the convenience of out-of-town 
dealers. 

As another reminder for deal- 
ers that now is the time to think 
of holiday sales, Masback is 
using a special letterhead litho- 
graphed in color, and various 
other promotions are being sent 
to dealers with their statements. 

The Masback Hardware Co. 
has also made another innova- 
tion in the form of its 1937 toy 
supplement. This year the cata- 
log, which contains 109 pages, 
opens bookwise. Included in the 
volume are fully colored illus- 
trations of Lionel trains and 


ITS CHRISTMAS PROMOTIONS 


equipment. Other items shown 
are toys and games, Christmas 
tree sets and sporting equipment. 
Many of those lines are also 
shown in color. 

E. R. Masback is president of 
the company; H. E. Masback, 
vice-president and sales man- 
ager; D. H. Berger, treasurer; 
E. L. Steckler, secretary; R. H. 
Langsam, sales promotion man- 
ager, and R. J. Masback, chair- 
man of the board. 


KELVINATOR APPOINTS 
McINTYRE’S ASSISTANT 


R. W. Poirson has been ap- 
pointed assistant to V. J. Mc- 
Intyre, sales manager of laundry 
equipment manufactured by the 
Kelvinator Division, Nash-Kel- 
vinator Corp., Detroit, Mich. Mr. 
Poirson was formerly regional 
laundry equipment supervisor in 
Kelvinator’s Chicago territory. 

Previous to joining the Kel- 
vinator organization, Mr. Poirson 
was for some years a district man- 
ager of laundry equipment and 
cleaner sales for General Elec- 
tric Co. and previous to that 
was a special sales representative 
and subsequently eastern sales 
manager for a washing machine 
manufacturer. 


SEATTLE KETTLERS HAVE 
NEW MEETING PLACE 


The Seattle Pot and Kettle 
Club will in the future hold its 
meetings in a _ special dining 
room of the Pine Tree Tea Room 
at 1604 Third Ave., Seattle, 
Wash. The club meets on Tues- 
days. 











HARDWARE BRIEFS 








ALABAMA 


The partnership of Jackson, 
Haisten and Co., Brunidge, Ala., 
was recently dissolved by mu- 
tual consent. J. N. Haisten has 
retired from active business. The 
firm name will be changed to 
Jackson Hardware Co., of which 
J. H. Jackson is the owner. 





FLORIDA 


Dan Stoutamire has opened the 
Stoutamire Hardware Co., at 
Clearwater, Fla. 





J. W. Thornhill has opened a 
hardware, paint, sporting goods, 
and electrical supplies store in 
Lake Wales, Fla. 





W. P. Franklin will shortly 


open his hardware store, the 


Franklin Hardware Co., in a new 





building being completed at Fort 
Myers, Fla. 


INDIANA 


The Vonnegut Hardware Co. 
has opened its sixth retail store 
in Indianapolis, Ind. Located at 
3833 N. Illinois St., the store fea- 
tures a wide parking space and 
like the other branches is de- 
signed to supplement the main 
downtown store. Stock is ar- 
ranged on open counters and on 
the fronts of doors to make shop- 
ping easier. 


MAINE 


The Brunswick Hardware Co., 
Brunswick, Maine, has purchased 
the business and stock of John- 
son Bros. Co., of Bath, that state. 
The Bath store has been in busi- 
ness many years dealing in hard- 











ware, paint and oils, and ship 
chandlery. 


MASSACHUSETTS 


The Square Hardware & Paint 
Co. has been opened at 49 Main 
St., Watertown, Mass., with a 
complete line of hardware, build- 
ers’ supplies, house furnishings, 
paints and varnishes, and wall 
paper. 


MISSISSIPPI 


The Heidelberg Hardware Co., 
Hattiesburg, Miss., a new con- 
cern has opened a retail store at 
613 Main St. The firm is com- 
posed of S. L. Heidelberg, re- 
cently president of the Hatties- 
burg Hardware Stores, Inc., 
wholesale. This latter concern 
was recently sold to other in- 
terests. The new company would 
appreciate receiving wholesalers 
and manufacturers catalogs. 

MISSOURI 

Buttles McReynolds has pur- 
chased the hardware stock of 
J. C. Matthews, who operated a 
store in Wyaconda, Mo. Mr. 
Matthews will continue to oper- 
ate his tin and repair shop and 
guttering business. The hard- 
ware stock has been removed to 
Mr. McReynolds store. 


NEBRASKA 


Mr. Lueking of Edison, Neb., 
purchased the stock of the Or- 
leans Hardware Co., Orleans, 
Neb. The sale did not include 
the hardware firm’s stock of 
stoves. 


P. E. O’Brien, Jr., of Benkler- 
man, has purchased the Premier 
hardware stock at Haigler, Neb., 
and assumed management of the 
business. 


NEW HAMPSHIRE 


William L. Brownell and Rol- 
and P. Goyette have opened the 
Central Hardware Co., at 64 
Broad St., Claremont, N. H. 


NEW JERSEY 


Alterations on the Ridgewood 
Hardware Co., Inc., building at 
9-13 East Ridgewood Ave., 
Ridgewood, N. J., have been 
completed and the firm recently 
held a grand opening sale. 


NEW YORK 
The Chaufty Hardware Co., 
Inc., 254 State St., Carthage, N. 
Y., will move to a new location 
in the Courts Bldg., State St. 





The hardware store of Hiram 
Rosenberg has been moved from 





31 Green St., Albany, N. Y., to 
418 Madison Ave., that city. 





NORTH CAROLINA 
The Ritchie Hardware Co., 
has been opened at Kannapolis, 
N. C., under the management of 
Dan Ritchie. 





The Rhyne Hardware Co., 
Newton, N. C., is now occupying 
new quarters in the Sherrill 
Building. 


OHIO 


H. V. Warren has purchased 
the interest of his partner, W. P. 
Turner in the Turner and War- 
ren Hardware in Wellston, Ohio. 
The store will henceforth be 
known as the Warren Hardware. 





SOUTH DAKOTA 


Helmer Hemmah of Webster, 
S. D., has purchased the Asso- 
ciated Store from Oscar Vetter. 
Mr. Vetter had opened his hard- 
ware business in Webster about 
a year ago. 


TEXAS 


The Waxahachie Hardware 
Co. firm name has been changed 
to Jones Hardware. T. H. Jones 
and Kerr Jones operate the busi- 
ness which is located in new 
quarters in Waxahachie, Tex. 





A. L. Champion of Donna, 
Tex., has replaced E. B. Guthe- 
ridge as manager of the Border- 
land Hardware Co. store in Wes- 
laco, Tex. 

T. R. Lubhan of the Lubhan 
Motor Co., Follet, Tex., has pur- 
chased the Travis hardware stock 
of that city. 


WASHINGTON 


The Dishman Trading Co. has 
opened a store at Dishman, 
Wash., dealing in hardware, 
furniture, and general merchan- 
dise. H. L. Geesey is president 
and manager of the firm, F. W. 
Kilmer, vice-president, and H. W. 
Fairbanks, secretary-treasurer. 





WEST VIRGINIA 


The Beckley Hardware and 
Supply Co., Beckley, W. Va., is 
planning to erect an extension to 
its present store. The new addi- 
tion will be placed in the rear 
of the present building and will 
connect with it by an enclosed 
bridge. 


WYOMING 


The Martin Hardware, form- 
erly the Wyoming Hardware, has 
been reopened in a new location 
at 211 W. 18th St., Cheyenne, 
Wyo. 
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Twenty-seventh Street in New 

York City is the “House of 
Locksmiths.” Here Gaston Carle 
carries on the tradition of his 
family—all locksmiths—of which 
he is the fourth generation. 

Not content with just exercis- 
ing his skill in opening locks and 
safes for people who are careless 
with keys and combinations, Mr. 
Carle also has acquired a very 
fine collection of hand-wrought 
locks. Drawing upon the acquisi- 
tive instincts of his French ances- 
tors—Mr. Carle’s father is a 
locksmith in Paris—he has _in- 
herited from them some fine speci- 
mens of French workmanship. 
These come from cathedrals in 
France, old chests and antiques 
stored in the Carle attic. 

Perhaps most interesting, not 
from a standpoint of antiquity 
but from a point of mystery and 
intrigue, is a lock especially 
forged for the late Czar Nicholas 


ik a small shop at 134 East 


A testimonial to the fine workman- 

ship of locksmiths of another day is 

this display in the shop of Gaston 
Carle, New York City. 
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of Russia. Its use may always 
remain a matter for conjecture. 
Reports have it that the lock was 
used to assure the privacy of the 
wine cellar, but for whatever 
other purpose it may have been 
used no one can say. 

As a perfect companion to this 
silent watchman of the Czar’s 
secrets is an unique key of a 
special tumbler design. It has a 
combination that will open the 
lock. Mr. Carle has been able 
to work out 10,000 different com- 
binations on the key, but has not 





Gaston Carle at work on 
one of the many locks 
he repairs daily. Mr. 
Carle was born in Paris, 
France, and is the fourth 
generation of his family 
to be a master locksmith. 


The House 
of Locksmiths 


yet struck the right one. How- 
ever, he has not given up and 
while he admits he could solve 
the problem by taking the lock 
apart, he prefers the hard way. 

Unfortunately, several months 
ago others beside Mr. Carle ap- 
parently were interested in his 
collection. The shop was broken 
into and several of his most val- 
uable locks were taken and the 
keys left behind. 

Mr. Carle, however, is equally 
proud of the remainder of his 
collection. Some specimens are 
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IT’S BUILT FOR BUSINESS! 


MALLET 
TESTED BLADES 


FACTORY FITTED 
HANDLES 





This is the Kelly Perfect Pattern Axe, with blade 
especially designed to burst the chip so it does 
not bind in the wood. Makes chopping faster 


and easier. 


TRUE TEMPER 


HEAVY TOOLS 





@ There’s “no fooling” about these new Kelly 
Quality, TRUE TEMPER Axes. Every blade is forged, 
heat treated, then mallet tested at the factory to prove 
its quality. Then the handles are fitted at the factory 


to guarantee perfect hang and balance. These Axes 





with factory fitted No. 1 grade, or better, hickory 
handles, are built for business on the farm or in the 
woods and they will make business good for you. If 
your regular jobber can’t supply you, write us. We will 


send you the name of a nearby distributor who can. 





Lumbermen, contractors and industrials will prefer the 


THE AMERICAN FORK & HOE CO. re ey mtn ce ct ep 


of these famous Evansville Brand Heavy Goods. Ask your 


Ma ke rs of Essen tial Tools e C i E ¥ E L A N D, oO H I Oo jobber’s salesman to supply them. 





FORKS « RAKES « HOES + SHOVELS « AXES « HATCHETS « HAMMERS « SCYTHES 
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Only the late Czar Nicholas of 
Russia could tell to what use this 
lock and key were put. The key 
will open the lock only with the 
proper combination and of 10,000 
different combinations, Mr. Carle has 
not yet discovered the right one. 


always on display on a special 
window panel, shown with this 
story. In the upper left-hand cor- 
ner is an old French lock dating 
back to 1790, which for many 
years kept inviolate a monastery 
storeroom. Directly beneath it is 
a lock which takes us back to 
pre-depression days. It is an in- 
tricately constructed lock that re- 
quires 10 separate keys for open- 
ing it. It was used by a large 
New York corporation, now non- 
existent. The officers of the com- 
pany each had a key and each 
had to be present before the lock 
could be opened. 

In the upper center of the 
panel is a lock that comes from 
St. Die, France, and in all prob- 
abilities secured the treasures of 
some ancient chest as far back as 
1756. To the right of this, is 
what is believed to be one of the 
first cylinder locks used and made 
in New York, about 1878. Its 
manufacturer is unknown. The 
large lock in the lower center is 
of the type used in New York in 
1815. Similar locks adorned the 
front doors of many an old New 
York mansion. When Mr. Carle 
received the lock it was rusted and 
out of repair, but he has since 





This key was? made entirely by 

hand from a one inch square piece 

of iren. It was used for the old con- 
vents of Madeleine, Paris. 
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put it into perfect working con- 
dition. The key shown above it 
was made entirely by hand. In 
the lower left-hand corner are the 
keys that the enterprising burglars 
left behind and above them is a 
sample master tumbler used in 
many of the locks in the Empire 
State Building. 


Of all these locks and several 
more Mr. Carle is justly proud 
for to him they represent some of 
the finest specimens of his trade. 
And for all ancient locks he has 
a great admiration and confidence. 
He says their mechanism was so 
intricate that they defied all but 
the possessor of the key. 


Calling All Hardware Dealers! 
By FRED BREHER 


Jackson, Miss. 


OST a tall blond young man, 
age twenty-five, 5 feet and 11 
inches, weight about 160 pounds, 
a hustler and friend maker, with 
new ideas and determination to 
forge ahead. 

The excitement dies down and 
the young man is later found in 
custody of a large national de- 
partment store. He is probably 
working harder with compensa- 
tion low to start, but they have 
promised him a future and if he 
makes the grade he will get it. 

Now Mr. Independent Retailer, 
did you ever promise him any- 
thing to encourage him to stay 
with you? As a general rule the 
answer is “No.” There can be 
several reasons for not doing so. 
Common among the reasons is 
that the average store owner of 
small proportions hasn’t anything 
to offer in a business that is just 
coasting along with no definite 
program laid out’ to build to; 
such as store improvement or sales 
increase. Again the merchant may 
have sons, nephews, or a friend’s 
boy who he can use for the simple 
task of just waiting on the trade. 

A good example of how thor- 
ough a large organization is in 
selecting their help happened in 
a fair sized city in the south a 
short time ago. This firm adver- 
tised for men for their retail floor 
sales force and from the long 
lines of applicants they selected 


a good number of up and coming 


ydung men from home owned re- 
tail stores. In the selection with 
only about two or three excep- 
tions they plucked the cream of 
the crop and these boys are mak- 


‘ing history in their sales efforts. 


Now the surprise about these 
men shifting to the larger organ- 
izations was that in most every 
case they started work for less 
money, but these keen chaps know 
they can build a future through 
push and absorbing the lessons 
laid down by master merchan- 
disers. 

Contrary to the average lay- 
man’s idea, the hours put in by 
the chain store’s employees are no 
greater and many times are less, 
because they adhere to a rigid 
open and closing time. Recog- 
nized holidays are observed and 
as a rule cleaner working condi- 
tions exist than in the home owned 
store. 

Often you have heard the com- 
plaint that a home merchant has 
used his time to train a boy, pay- 
ing him fairly well and then had 
him join up with the nationally 
known competitor. Can you blame 
this young chap for what more or 
less is a display of ambition? In- 
stead of lamentation, don’t you 
think it advisable to put out in- 
ducements in the future? What 
about letting him buy a little 
stock, or a bonus, or at least let 
him take on a few more duties 
which may enliven his interest 
where he would desire to remain 
with your store. In the last few 
years this condition of good help 
slipping away from the smaller 
stores has become a menace to the 
future continuance of those small 
businesses. You are angling ang 
large competition is doing like- 
wise. Are you satisfied to let the 
big boys catch the rainbows and 
you the perch? It’s time to change 
bait. 


HARDWARE AGE 

















$ (Right) The Noma 
© Cheer-O-Lite Tree { No. 
615} witb its glittery silver 
crystal surface. makes a hit 
with everyone who sees it. 
Light in many colors glows 
through the odd_ shaped 
Christmas symbols. 


& (Below) 7-light Mul- 
“tiple Red Cap Outfit. 
Thoroughly weatherproof 
for use outdoors as well as 
indoors. Noma Add-On 
Extension Connector for 
attaching additional sets. 
Through wire red cap sock- 
ets for straight-line deco- 
rating. 
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& Cheer-O-Lite Wreath 614. Solid metal 

5 background, with silvery spangled sur- 
face, perforated with holly and poinsettia 
design through which a light gleams in 
many colors. The candle illuminates with 
a natural-looking yellow flame. 
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NOMA” Christinas Lights 





@ More people buy Noma Lights than any 
other make. Powerful national advertising, plus 
a record for dependable performance, has made 
NOMA the best known name in Christmas 
lighting. 

For this Christmas, Noma not only offers you 
the widest assortment of standard merchandise 
— but also an exclusive line of distinctive novel- 
ties like the Cheer-O-Lite tree, the Cheer-O-Lite 
wreath, the Walt Disney characters and other 
outstanding lighting specialties to speed up 
Christmas sales. 

Displays of real stopping power and selling 
power—smart new packages—and strong fac- 
tory cooperation— make Noma Products easy 
to sell. 

Order NOMA Christmas Lights from your 
jobber. Warehouse stocks conveniently located 
at Chicago, New York, San Francisco, insure 
quick delivery. Noma Electric Corporation, 
524-528 Broadway, New York, N. Y. 
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Butts and Hinges—Among 
the few changes recently received 
by jobbers has been a drop of ap- 
proximately 15 per cent on staple 
numbers of plated butts, with no 
change on the standard finish. Strap 
and tee hinges have been reduced 
by some makers about ten per cent. 


* * * 


Cotton Products, etc.—De- 
clines on cotton, leather, and rub- 
ber have been reflected already in 
the prices of manufactured lines 
built on these commodities. Whole- 
salers report a sudden and large in- 
crease in orders for the waxed cot- 
ton glass substitute fabrics, at prices 
which have declined perhaps 10 to 
12% per cent. Just recently, cot- 
ton gloves and mittens have eased off 
a bit in price, but have held better 
than most cotton products because 
of the exceptionally large ordering 
from all quarters for many weeks 
past. Market quotations on cotton 
have firmed recently, and that mar- 
ket may have seen its lowest reach. 
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Staple Numbers Plated Butts. 
Some Makes Strap, Tee Hinges. 
Cotton Gloves and Mittens. 


DECLINES 


White Lead in Oil. Turpentine. 
Some Makes Nos. 1 and 2 Qual- 
ity Sisal Rope. 


Waxed Cotton Glass Substitute Lead. Zinc. 


Fabrics. 


Paint Lines—The easier lead 
market will help to offset other ad- 
vances which threatened a rise on 
house paint. The continuing war 
situation in China, however, shut- 
ting off the export of tung oil, makes 
the outlook very uncertain, both as 
to supplies and prices, on varnishes 
and enamels. White lead in oil de- 
clined one-half cent per pound on 
Oct. 19, and turpentine dropped 4 
cents per gallon on Oct. 22. 


* * %* 


Rope Prices—After general 
announcement from leading makers 
of manila and sisal rope, on Sept. 
25, that fourth quarter prices would 
continue unchanged, certain condi- 
tions developed whereby some com- 
panies put out on Oct. 4 a decrease 
of 3 cents per pound on No. 1 
and No. 2 quality sisal rope, with 
no change on manila. This decrease 
on sisal is announced as temporary. 
and subject to change without notice. 
Leading rope manufacturers are now 
accepting orders for both manila and 


Straits Tin. 





sisal rope for spring shipment, with 
final shipping date extended to 
March 31, 1938. 


eo = @ 


Steel Prices—Leading steel 
producers have reaffirmed current 
prices, to extend through the first 
quarter of 1938, the first announce- 
ment, Oct. 15, from the Carnegie- 
Illinois Steel Corp., mentioning bil- 
lets, bars, plates, sheets, and rails. 
This was quickly followed by an- 
nouncement of American Steel & 
Wire Co. that current base prices of 
wire and wire products will also con- 
tinue for first quarter shipment. In 
both instances, the announcements 
carry the proviso that any increases 
in freight rate at the time of ship- 
ment must be reflected in corre- 
spondingly advanced quotations. 
Nearly all important basic steel 
products, except pipe and tin plate, 
have been covered now by the for- 
ward price announcement, and these 
lines, too, are expected to continue 
unchanged. 
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Now... More Than Ever... The American Weekly 
Stands Alone in Its Power to Help You Sell Goods 


OR the first time in its forty-one years of publica- 

tion The American Weekly will be distributed on 
a large scale with Sunday newspapers other than those 
owned by Mr. W. R. Hearst. 

Effective January 2, 1938, the magazine, which al- 
ready reaches 6,000,000 homes, giving it by far the 
largest circulation in the world, will add another 
million by including as its distributing publications 
the following Sunday newspapers: 


Minneapolis Journal 
Nashville Tennessean 
Wichita Beacon 


Buffalo Courier-Express 
Cleveland Plain Dealer 
Houston (Tex.) Post 


With this new step forward, The American Weekly 


enhances its reputation as the greatest advertising 
force in the world to help retailers move merchandise. 

Reaching 7,000,000 familits every week, it will pro- 
vide by far the greatest coverage of any publication 
in the world. 

What does this tremendous circulation, concentrated 
in the country’s richest buying areas, mean to YOU? 

Just this: Manufacturers who advertise in The 
American Weekly give you the support of the most 
powerful single advertising force in the world—an 
advertising force that assures faster turnover and greater 
profits. Today, more than ever, it is sound business 
to stock and feature products advertised in The 
American Weekly. 


THEAMERICAN 


Greatest 
Circulation 


in the World 


“*The National Magazine with Local Influence’ 
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Other Metals—Contrary to 
the steadiness of steel, price reac- 
tions have continued during recent 
weeks on the other important metals. 
Quotations on lead were reduced 25 
cents per 100 lbs. on Oct. 15, 
and again on Oct. 18, standing now 
at a dollar under the early Septem- 
ber market, and 85 cents higher than 
a year ago. Zinc also has experi- 
enced a reduction of $1.50 per 100 
Ibs. since Sept. 28, but remains 90 
cents above last October. Straits 
tin has dropped below 50 cents per 
lb. for the first time since January. 
Leading producers continued to ask 
13 cents for copper, with little buy- 
ing reported, and the market is ac- 
tually at the recent low of 12 cents. 
This market is being helped by a 
sharp cut in output by the leading 
producers, some of whom have re- 
duced production programs as much 
as 40 per cent. The reflection of 
these fluctuating metal prices has 
been direct and immediate on such 
lines as solder and babbitt metals, 
lead pipe, shot, sheet lead and sheet 


zinc. 
* * * 


Hardware Prices—In finished 
hardware lines price recessions have 
been few and very moderate. Man- 
ufacturers are a unit in pointing to 
their greatly increased labor taxation 
and overhead costs, as making im- 


























possible any sharp price decreases 
at this time despite any current de- 
clines in raw materials. Opening 
prices for spring on most “future” 
lines may be somewhat under the 
peaks set at the end of the past sea- 
son, but well above the opening 
prices announced last fall. 


* + 


Eagle-Picher Lead Co.—Ef- 
fective as of Oct. 19, The Eagle- 
Picher Lead Co., Cincinnati, pig- 
ment division, issued a new price 
list on Eagle Zinc Oxides, in bags, 
quoting prices per 100 lbs. in 20 ton 
and less than 20 ton shipments. On 
the same day the division also is- 
sued a new price list on Eagle Lead 
Pigments, in barrels dry, giving 
prices per pound in 20 ton and less 
than 20 ton shipments. 


* + 


Household Washing Ma- 
chines—Shipments in the first nine 
months of 1937 of household wash- 
ing machines were greater than in 
any whole year of the industry’s his- 
tory with the single exception of 
1936, totaling 1,394,755 compared to 
1,379,062 in the three quarters of 
1936 and to 1,729.135 for the year, 
according to J. R. Bohnen, secretary, 
American Washing Machine Manu- 





facturers’ Association. Washers re- 
tailing at $70 or more made up 41.5 
per cent of all January-September 


shipments this year, aggregating 
579,773, as compared to 429,587, or 
31.1 per cent of the total in the same 
period of 1936. Household ironer 
shipments for the nine months to- 
taled 147,683, compared to 136,413 in 
the same period of 1936. 


Vacuum Cleaner  Sales— 
Cleaners shipped by members of the 
Vacuum Cleaner Manufacturers’ As- 
sociation from July to September 
totaled 466,499 units as compared to 
339,480 in the same quarter of 1936, 
an increase of 37.4 per cent. “This 
quarter is always the lowest of the 
year, yet its volume was 30.8 per 
cent of the total for all of 1936, 
biggest year the industry has had,” 
says C. G. Frantz, secretary-treasurer 
of the association. Shipments in the 
first nine months of 1937 numbered 
1,338,436 units, compared to 1,072,- 
717 in the same period last year. an 
increase of 24.7 per cent. 


Steel Production—Steel ingot 
production for the country has de- 
clined this week to 51 per cent from 
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55% per cent last week, and the in- 
dustry is looking to additional or- 
ders from the automobile industry 
to prevent a further recession, re- 
ports the Oct. 28 issue of The Iron 
Age. Operations have dropped so 
sharply in some districts that the 
present low rates would suggest that 
a bottom has been reached. At Chi- 
cago, for example, where there has 
been a decline of 33 points within 
four weeks, a further drop of only 
one point was recorded this week. 
At Pittsburgh the rate has lost an- 
other eight points to 42 per cent, 
though in the neighboring Wheeling- 
Weirton district a rise of two points 
to 76 per cent has occurred. Pro- 
duction is down 11 points in the 
Cleveland-Lorain area to 60 per cent, 
114% points off in the Buffalo dis- 
trict to 52144 per cent, 18% points 
down in southern Ohio to 48 per cent 
and 91% points in the St. Louis dis- 
trict to 46 per cent. Lesser declines 
have occurred elsewhere, as for ex- 
ample three points at Youngstown 
and two points in eastern Pennsyl- 
vania. It is now apparent that stocks 
in the hands of consumers and job- 
bers at the end of the summer were 
larger than was generally realized 
by the steel industry itself. 


* x * 


Electrical Goods—The coun- 
try is continuing te buy increasing 
quantities of electrical household 
appliances. As always at this sea- 
son, with the holidays approaching, 
the volume on competitively priced 
toasters, mixers, irons, and other 
home accessories gives way to an in- 
creasing demand for the better qual- 
ity appliances, intended for gift 
purposes. Constantly improved mod- 
els and finishes and still popular 
prices on these home conveniences 
will aid in reaching the large vol- 
ume of holiday business expected. 


| 


Radios—Some hesitation has 
been reported in the early buying 
of radio sets this fall, because of the 
rapid changes and improvements in 
tuning. Telephone dial automatic 
tuning sets have become fairly well 
established, but close after them 
have come the electrically tuned sets, 
whose novelty is creating consider- 
able interest. The new elements of 
service required in view of these 
later improvements are causing some 
distributors to proceed cautiously 
with their ordering and promotion. 
Manufacturers of radio sets have 
suffered much from labor distur- 
bances, and such price increases as 


96 


have occurred have been directly 
traceable to their sharply increased 
labor costs. 


* * * 


Flashlights and Batteries— 
Notable in the advance holiday dis- 
plays of many stores are good show- 
ings of modern flashlights and bat- 
teries, whose improved beauty and 
efficiency, together with still pop- 
ular prices, contribute to their pop- 
ularity as gifts. Last spring saw the 
first price advance on flashlights and 
batteries in a long time. This ad- 
vance was moderate and is holding 
firmly, because it seems to have been 
based closely on labor and material 
costs. 

* * * 


Bicycles—Talk of a further 
price advance on bicycles for this 
fall, heard rather frequently a few 
months ago, has practically disap- 
peared, and quotations are expected 
to finish the year unchanged. Un- 
doubtedly the slight price increases 
in the spring only partly covered the 
cost increases of the manufacturers, 
but their desire to sustain the ex- 
tremely fine rate of sales which has 
been noted all year has led to the 
abandoning of further mark-ups. The 
quieter ordering by distributors dur- 
ing the past sixty days must result 
in an immediate build-up of bicycle 
stocks for Christmas use, and whole- 
salers are already noting this better 
inflow of volume. 


Price Trends Important—How 
far the stock market decline will re- 
flect itself in trade operations must 
depend upon the further trend of 
commodity prices. Normal merchan- 
dising cannot continue with prices 
unstable or declining. Naturally, 
during the extended drop on cop- 
per, tin, lead, cotton, rubber, and 
other basic lines, manufacturers and 
jobbers have held off on commit- 
ments in fear of inventory losses. To 
some extent also, retail buying has 
suffered, particularly in the higher 
class lines. At present, however, 
prices on the leading commodities 
seem to have dropped to a point 
whence recovery may reasonably be 
expected. When these basic prices 
steady themselves, much of the buy- 
ing pessimism will disappear. For 
many weeks there has been a com- 
plete absence of speculative buying, 
and inventories are rapidly working 
back to normal, however much they 
may have been inflated by the rush last 
spring. On relatively few lines, and 
from relatively few companies are 
there rumors of large stocks to be 





worked down. A steady, if con- 
servative, flow of necessary ordering 
can therefore be expected. 


oS & & 


Retail Sales—In the cities, 
late reports from department stores 
and other large retailers show dollar 
sales during the first fifteen days of 
October gained about eight per cent, 
thus bettering the 6 per cent in- 
crease reported for September, and 
reaching close to the 9 per cent aver- 
age gain in sales for the first nine 
months. Stores in the farm areas are 
faring even better, reporting the usual 
number of shoppers and an undimin- 
ished rate of buying. Any slowness 
on the part of merchants to order 
in their Christmas merchandise must 
risk delivery delays when the rush 
comes, for neither manufacturers nor 
jobbers of these lines are expected 
to maintain large or late supplies of 
strictly holiday gift items. 


* * * 


Gains in Rural Areas—Men- 
tion has been made of the healthy 
tone of retail sales in the farming 
districts." Their gain during Sep- 
tember, announced by Washington, 
was not only 614 per cent ahead of 
last September, but bettered any 
September record since 1929. Rural 
sales increased in September over 
August nearly 32 per cent, and for 
the first nine months the average 
gain was 10 per cent above the 
similar records a year previous. 


+ + 


Factory Output—Industrial 
production in certain favored lines 
has continued at a high level right 
up to the latest reports. Automobile 
manufacturers have decided not to 
curtail their opening programs, and 
express confidence that their ex- 
pected volume will be forthcoming. 
Production by makers of farm equip- 
ment is undiminished, to keep up 
with their continuing large orders. 
Some manufacturers of _ stoves, 
ranges, and heaters, who have been 
behind all fall, are still operating at 
capacity to catch up. Certain pop- 
ular models of shotguns and rifles 
have been sold out for the season, 
and manufacturers are declining to 
accept additional orders. 


* + 


Farm News—Recent agricul- 
tural reports indicate a more satis- 
factory soil condition throughout the 
winter wheat area, with sufficient 
recent rainfall to permit delayed 
seeding to be accomplished. In other 
important sections, the soil is still 
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too dry for proper seeding, and fur- 
ther generous rains are needed. An 
interesting compilation from Wash- 
ington shows this year’s total crop 
yield, measured per capita of pop- 
ulation, is the largest since 1928, 
and only 6 per cent below the all- 
time record reached in 1920. While 
the trend of crop production, per 
consumer, has been declining for 
more than thirty years, with the 
rapid growth of urban population, 
this year’s index rose to 81 per cent 
of the pre-war average, compared 
with only 58 per cent in 1936. Farm 
income advanced again in Septem- 
ber, gaining both over September of 
last year, and over August. Income 
from live stock about held level with 
a year ago, and government subsidies 
were reduced, so the increase was 
almost entirely due to the bumper 
grain crops. During the first nine 
months of 1937 farm income totaled 
5,825 million dollars against 5,222 
millions in the same months of 1936, 
an increase sure to reveal itself help- 
fully in trade during the months 
ahead. 
* * * 

Building Permits Decline— 
September building construction in 
the states east of the Rocky Moun- 
tains, reported by Dodge, fell nearly 
10 per cent below the volume of 


last September, and almost 28 per 


cent from the August total. Resi- 
dential building dropped from about 
8014 million dollars in permit value 
in September, 1936, to about 6514 
millions this September. Total con- 
struction in the thirty-seven eastern 
states for the nine months of 1937 
still held a lead over a year ago of 
about 13 per cent. The residential 
building total for the nine months 
was 25 per cent ahead of the similar 
1936 period. 
* * & 

Cost of. Living—Figures for 
September put out by the National 
Industrial Conference Board indicate 
a rise of 4.1 per cent in living costs 
this year as compared with a year 
ago. These costs were 24.7 per cent 
higher in September than at the low 
mark in 1933, but were 11.6 per cent 
under the index for September, 1929. 
Increases were noted in the costs of 
each of the major groups that com- 
pose the standard budget, rents and 
clothing recently advancing more 
than food. The purchasing value 
of the dollar in September was esti- 
mated at 111.9 cents, compared to 
116.4 cents a year ago, and 100 cents 
in 1923. 

* * * 

Freight Traffic—Freight car- 

loadings in the week ended Oct. 16 


98 , 


totaled 809,944 cars, a shade under 
the preceding week, but within 2 
per cent of the similar week of 1936, 
when the high point for that year 
was reached. The slight decline at 
this time was accounted for chiefly 
by the drops in ore shipments, in 
l.c.l merchandise, and in miscel- 
laneous freight. There were sub- 
stantial gains in the loadings of coal, 
livestock, and forest products. 


* * * 


Electric Out put—Production 
of electricity in the week ending 
Oct. 16 gained 5 per cent over 
the corresponding 1936 week, but 
fell slightly under the preceding Oc- 
tober week. In view of the recent 
extremely high records set for elec- 
tric production, to meet the nation’s 
demands for power and light, the 


slight reaction at this time was per- 
haps natural. 
* * a 

Bank Clearings—in the week 
ended Oct. 20, bank clearings in 
22 leading cities made an extremely 
sharp increase of 48.4 per cent over 
the preceding week, and gained 6.4 
per cent over the similar 1936 
period. Heavy trading in securities 
and commodities had much to do 
with the increased clearings, news of 
which came from all sections except 
Boston and Philadelphia. The widest 
gains were at Cleveland and Cin- 
cinnati, together with the southern 
cities. Heavier movement of cotton 
and grains, the opening of the to- 
bacco market, and the step-up in 
various motor plants, all contributed 
in different sections to the increased 
showings. 


Cashing Checks for Customers 


Pee checks for customers 
is often a very hazardous 
pastime, and cases are arising all 
the time in which such checks went 
sour and the accommodating gentle- 
man who cashed them is let in for 
all kinds of trouble. 

As a rule, two kinds of checks are 
presented to merchants to be cashed. 
Sometimes they are tendered as 
payment for purchases made, often 
for a lesser amount, and the dif- 
ference is taken in cash. 

Next, there are checks made by a 
third person. A, for instance, gives 
a check to B, and B gets C to cash 
it. C puts it in bank, which advises 
him in a few days that A has 
stopped payment on the check, 
which has been charged back to C’s 
account. 

What is C’s position then? He 
has a claim against two people, both 
A and B. A because he is the maker 
of the check, and B because he got 
the money on it. In many cases B 
is irresponsible and going after him 
is a waste of time. Therefore, C gets 
after A and learns that payment was 
stopped because of some dispute be- 
tween A and B. Therefore, C is 
obliged to bring a lawsuit against 
A, and he may win it, because a 
check is a negotiable instrument, 
and A’s defenses aren’t always good 
against a third party, which C is. 
But sometimes those defenses are 
good, therefore C must go into court, 
because A will never pay unless he 
does, and he hasn’t by any means a 
100 per cent chance of winning. 

Cases growing out of the first 
class, viz., those involving checks 
made by the person who asks the 


merchant to cash them, are rarer 
than those growing out of the first 
class of checks, because unless a 
merchant is an absolute fool he 
won’t cash a check for somebody 
that he doesn’t know at least some- 
thing about. But sometimes this 
happens, and then the merchant is 
in another kind of a jam. He must 
have a lawyer if he is to go after 
the maker of the check. Sometimes 
he has an added remedy, which is 
very potent if he can use it, viz., he 
can arrest his man for passing a bad 
check. But not always, for if the 
maker can show any reason for 
thinking the bank would pay the 
check, as, for instance, that he made 
a mistake about his bank balance, 
he goes free of the criminal action. 
But not, of course, of the civil action 
to recover the money. 

In either or any case it means 
going to law, paying lawyer’s fees 
and possibly not getting the money 
in the end. Sometimes a merchant 
feels he must do it as a matter of 
policy, but he gambles almost every 
time he does it. 

Other checks are presented to 
merchants for cashing which belong 
to neither of the above categories, 
but are checks about which there 
is fraud in some way. Either the 
name of the maker or endorser has 
been forged, or if not, the check is 
being diverted from its intended 
legal purpose to an illegal purpose. 
That is where the treasurer of a 
business authorized to sign checks 
for the firm’s purposes, signs one 
and then gets it cashed for some 
debt of his own. These, too, mean 
litigation. 


HARDWARE AGE 








STERLING 


ELECTRIC STEEL 


ELECTRIC-REFINED 
QUALITY WIRE PRODUCTS 





STERLING 


NORTHWESTERN BARB WIRE CO., STERLING, ILLINOIS 


ft 
ea 
9 


Ss 
Nee oe 











FOR RETAIL 
HARDWARE STORES 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Oil Colors Display 

This metal display rack holds an as- 
sortment of six tubes each of 26 popular 
shades of tinting colors in oil. The 


COLORS IN O11 


FOR ALL PECORATIVE WORK TINTING AND ARTISTS USE 





rack is free with an assortment at a 
cost to the dealers of 10c. a tube or a 
total of $15.60 for the complete assort- 
ment. Suggested retail selling price of 
the Olo Colors in Oil is 20c. per tube. 
Maker states the colors have excep- 
tional tinting strength. Tubes are 
lithographed not labeled. Passonno- 
Hutcheon Co., 9808 Meech Ave., Cleve- 
land, Ohio. 


Cutlery Catalog 

Winchester has issued a new and 
comprehensive catalog of its standard 
open stock pocket knives, in a 8% by 
ll in. size and in loose-leaf form. The 
catalog shows 270 items of pocket cut- 
lery, including 11 in stainless steel. It 
provides a selected assortment of num- 
bers in all the standard pocket knife 
patterns in a range of sizes, blade com- 
binations, attractive and_ serviceable 
cover patterns and materials as well 


as a number of popular specialty 
knives. Winchester Repeating Arms 


Co., New Haven, Conn. 


Metal Folding Chair 


Maker states “Parlor Comfort” is 
made possible with this new scien- 
tifically postured chair. Features are: 
extra-wide curved seat; modern four- 
leg construction replacing the “loop” 
back legs; four live rubber feet as 
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standard equipment, and specially de- 
signed back frame and formed back 
rest. Channel steel frame supports the 
cross-braced cantilever type seat and 
12-gage steel corrugated bars brace the 
legs. Chair hinge is said to be “pinch- 
proof.” Chairs fold back to 1% in. 
width. Line consists of eight models— 
some upholstered with padded seat 





cushion and upholstered back. This 
model also available with plain steel 
back. Other models have steel cane 
seat and back, wood seat on solid steel 
base, and cane back and plain steel 
seat and back. Three of the models 
can be equipped with arms. Standard 
finishes are black, flat mahogany, falt 
walnut, and green. Lyon Metal Prod- 


ucts, Inc., Aurora. Ill. 


Electric Door Operators 


Richards-Wilcox has issued an at- 
tractive catalog, No. A-65, on its “Aut- 
O-Dor” electric door operators. Of 36 
pages, the catalog is profusely illustrat- 
ed with photographs showing the actual 
installations of sliding, swinging, slid- 
ing-folding, and overhead doors, en- 
trance gates, refrigerator doors, fire 
station doors, etc., all of which are 
equipped with the company’s operators. 
Blueprint drawings are contained in the 
rear pages of the catalog. Richards- 
Wilcox Mfg. Co., Aurora, Il. 


Horton Senior Washer 


Has full 23-inch porcelain tub in 
mottled silver gray that harmonizes 
with pearl gray skirt and legs; three- 
wing low-vane agitator, 14-inch di- 
ameter, operating on long swing at slow 
speed; sealed mechanism, micromatic 





adjustment; pressed steel wringer, cad- 
mium plated, satin finish, balloon rolls, 
and bar type release. Horton Mfg. 
Co.. Fort Wayne, Ind. 
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Ever hear of Eveready Flashlights 
America, for the National Carbon Company is 


telling ‘em. . . and selling 'em. This alert manu- 


facturer recognizes that the farm market is dig 
business . . . and recognizes the Farm Journal as a 
swift and sure pathway to that market. Some 
issues of Farm Journal carry as many as four differ- 


ent National Carbon advertisements . . . featuring 


Eveready Flashlights and Batteries, Prestone Anti- 


Freeze, Radio ‘‘B’’ Batteries and Aircell Batteries. 


Farmers use practically everything in the hard- 
ware line. A recent survey showed that hardware 


dealers in two-thirds of the towns in America look 


hz thoderu- 





and Batteries? So have the farmers of 





to the farmer for 50% to 90% of their sales. With 
farm income UP a billion dollars over 1936 (now 
nine billion dollars ! 


) the farmer is buying as he 
hasn't bought in years. He'll visit YOU 
buy YOUR product . . 


R dealer, 
. if you tell him about it. 


You can reach some farm families through any one 
of a hundred publications, but Farm Journal will 
shoot your message straight through to 1,333,000 
of the most alert progressive farmers, coast to coast 
That's the type of farmer to which Farm Journal's 
faster facts for farmers service appeals. It’s the man 
who farms to make money that appreciates what 
Farm Journal's 4-Day Writer-to-Reader schedule 


means. And there’s 1,333,000 of them ! 


FARM JOURNAL 


NOVEMBER 4, 1937 
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Dazey Xmas Package 

The new Christmas package for 
Dazey can openers, Open-Seal, juicer, 
and Sharpit, provide eye-appeal for the 
selling features of the Dazey line. These 
wrappers dress up Dazey devices in 





holiday style, giving them an appeal 
for the gift buyer. After the holidays, 
the wrapper is easily torn off, leaving 
the regular carton. Dazey Churn & 
Mig. Co., Warner and Carter Sts., St. 
Louis, Mo. 


Steel Square Pocket Book 


Written by Dwight L. Stoddard is a 
handy pocket reference book illustrat- 
ing and describing in a simple manner. 
the best methods of using the car- 
penter’s steel square. There are no 
reference letters on the _ illustrations, 
instead an exact engraving of the 
square itself, laid on the work, is given. 
This shows at a glance how the de- 
sired cut is obtained. Price of the book 
is $1.00 and it is available from the 
Scientific Book Corp., 15 FE. 26 St., 
New York City. 


Tindeco “A-Pack” 

Container and inner-liners of this 
package are doubly strengthened for 
safety in shipping. While it is designed 
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to be sold as a set, it can easily be 
divided up for sale of individual pieces 
if desired. Package includes a four- 
piece canister set, dust pan, bread box, 
step-on refuse can and an oval waste 
basket. All are lithographed in colors 
and in handsome designs. Owens-Illi- 
nois Can Co., Toledo, Ohio. 


Book On Credit Work 


“Constructive Credit Work,” by M. 
T. D’Andrea, contains chapters on: the 
credit men of the past; credit man vs 
sales department in the past; credit 
executives today; the credit man plus 
the sales department today; credit man 
and customer; credit where credit is 
due recerds for the firm; relations with 
other credit men; sources of credit in- 
formation; collecting for accounts; 
financial difficulties; creditor coopera- 
tion; slyway robbery; the mercantile 
agency; legislation against the mercan- 
tile agency and the business man’s re- 
actions, and the credit man of the fu- 
ture. Price of the book is $1.25 
postpaid. M. 7. D'Andrea, 154 Nassau 
St., New York City. 


Westinghouse Coffee Maker 


Has two-heat control —“high” for 
making the coffee and “low” for keep- 
ing it warm over long periods of time. 
It is of eight-cup capacity. Cover for 
the top bowl can also be used for the 
lower bowl after coffee has been made. 





Handle is of brown bakelite and is on 
lower bowl so that it can be used for 
serving tea or coffee directly from lower 
bowl. Chrome finished base has walnut 
handles. Wide opening in bowls per- 
mit easy cleaning and make it adapt- 
able for uses other than coffee making. 
Heating unit is 600 watt, high; 120 
watt, low. Operates on AC only. No. 
PM-54. Westinghouse Electric & Mfg. 
Co., Mansfield, Ohio. 


Aluminum Paint Manual 


Is an attractive and informative book- 
let on aluminum paint, telling of its 
characteristics, pigments, testing meth- 
ods, methods of applications, directions 
for its use, and its vehicles. Aluminum 
Co. of America, Pittsburgh, Pa. 








Carpenter Planes 


Made of cast iron, Japanned frame, 
polished sides and bottom, mahogany 
finished knob and handle. Polished 
bits are made of tool steel 80-90 car- 
bon. Packed one in a cardboard box, 





12 to a carton. D. H. Prutton Machine 
& Tool Co., 5295 W. 130th St., Cleve- 
land, Ohio. 


Stoves and Appliances 

The 1937-1938 Stowe catalog on 
stoves and appliances shows oil burn- 
ing heaters, gas ranges, washers and 
ironers, oil stoves, electric appliances, 
and floor coverings. Stowe Hardware 
and Supply Co., Kansas City, Mo. 


Pruner Sales Deal 


An introductory sales deal has been 
inaugurated for “Snap-Cut” pruners to 
give the dealer all the pruning shears 
he needs at a popular price range. In- 
cluded are 13 “Snap-Cut” pruning 
shears, a five-color display piece as 
shown, circulars, sticks for testing the 
shears, window streamers, pruning 
guides with chart, etc. A ladies “Snap- 
Cut” pruner is included free with each 
outfit. The deal, maker states, gives 
the dealer a $7.50 profit on an invest- 
ment of $12.00. “Snap-Cut” pruners 
are now offered in three grades. The 
original No. 119 retails at $2.00 each, 
the special No. 19 at $1.50 and the 
junior No. 9 at $1.00 each. A pruning 
guide with chart is packed with each 
shear. Seymour Smith & Son, Inc., Oak- 
ville, Conn. 
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PORCELAIN -7 In the first place, you must remember, por- 


ENAMEL | celain enamel is a mineral substance—the 
Gey various ingredients of which are gathered 
Um from all over the world: Malay, Greenland, 

Peru, France, California, etc. 

After being very carefully proportioned these raw 
materials are mixed, then in huge furnaces smelted 
down to a molten mass like lava. After this molten 
rock has cooled, it is ground to a fine powder. 

This is then sprayed in liquid form on a sheet 
of especially prepared steel and fired in a furnace 
so hot (1550 degrees F.) that not only does the 
porcelain enamel again melt but the surface of the 
steel becomes white hot, permitting the porcelain 
enamel to fuse or weld right onto the steel itself. 

It is that intense heat (so hot it would instantly 
destroy any organic finish) that makes porcelain 
enamel flint-hard, non-absorbent; sanitary—the 
lifetime finish. 

Madam, there is no substitute for true quality— 
for porcelain enamel. That’s why we always rec- 
ommend it. We know it is the one finish you will 
find entirely satisfactory, not only now—but years 
and years from now. 





EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue 
Chicago 


PORCELAIN ENAMEL 432-7 
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A. B. BOWER, a member 
of the department of 
The Lamson & Sessions Co.., 
Cleveland, Ohio, first became 
affiliated with the hardware 
industry in September, 1878. 
All of his business career has 
been devoted to the 
& Sessions organization and 
From 1878 
to 1919 he was with the former 
Lake Erie Iron Co., Cleveland, 
in sales and executive capaci- 
ties, having served as_hard- 
ware sales manager from 1910 
to 1919 and as assistant treas- 
urer from 1917 to 1919. When 
the Lake Erie Bolt & Nut Co. 
succeeded the Lake Erie Iron 
Co., in 1919, he became assistant secretary and treasure! 
of the company, retaining that office until 1930 when the 
company was merged with Lamson & Sessions. From 
1919 to 1928 he also served Lake Erie Bolt & Nut Co. as 
general sales manager. At the time of the merger with 
The Lamson & Sessions Co., he was given charge of U. S. 
government and export sales for Lamson & Sessions, to 
which activity he continues to devote his attention. Always 
fond of outdoor life, Mr. Bower, who is 76 years young, 
is particularly happy when tending his garden or out 
fishing. For many years he has been a member of the 
Cleveland Chamber of Commerce and has served on the 
Chamber’s export committee for several years. 


sales 


Lamson 


its predecessors. 





A. B. BOWER 
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ROBERT H. URE, a di- 
rector of the Whiting-Adams 
Co., Boston, Mass., manufac- 
turer of brushes, and until 
his recent retirement assistant 
manager of sales for the com- 
pany, devoted more than 53 
years of his business career to 
the brush business. Since his 
retirement, at the age of 73, 
because of his health, Mr. Ure 
has been living at his summer 
home at North Scituate, Mass. 
A native of Canada, he en- 
tered the brush business in 
this country in 1884 as an em- 
ployee of Sidney Shepard & 
Co., Chicago, Ill., and three 

. years later joined the Consol- 
idated Brush Co., Chicago, Ill. From 1892 to 1908 he 
was affiliated with J. J. Adams & Co., Brooklyn, N. Y.., 
brush manufacturers, one of the predecessors of the 
Whiting-Adams Co. He was with the Whiting-Adams Co. 
from 1908 until his retirement. Mr. Ure was particularly 
well known on the west coast, where he spent three 
months each year for about 19 years calling at the various 
branches of the W. P. Fuller Co., San Francisco. Calif., 
paint manufacturers, which for many years handled the 
Whiting-Adams line on the Pacific coast. He was at one 
time a member of the Golden Gate Paint Association and 
engaged in many other activities in and around San 
Francisco. Mr. Ure had charge of the Whiting-Adams 
branch office in San Francisco from 1929 to 1933, at which 
time that branch was discontinued. He returned to the 
east in 1933 to become associated with the home office 
and plant of the Whiting-Adams company. His hobby is 
brushes. 





ROBERT H. URE 


L. B. CHRISTMAN, 
Springfield, Iowa, hardware 
dealer, is going strong in his 
store at the age of 81. Since 
March 17, 1876, when he en- 
tered the hardware business 
as proprietor of the Christman 
Hardware Co., he has been on 
the job every business day. He 
has never moved his store 
from its original location and 
has always owned the build- 
ing in which he conducts busi- 
ness. His chief interests in 
life are selling hardware and 
raising flowers in his garden 
in which he takes considerable 
pride. He has served his com- 
munity in many _ capacities 
but has never sought public office. Mr. Christman was 
Springville’s first school treasurer and has served as city 
treasurer. Always active in enterprises of benefit to his 
home town he has been president of the water company 
and the local electric light company and is now vice- 
president of a local building company. 





L. B. CHRISTMAN 
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Any Moment Now! 


Like Nature—business propositions are often con- 
trary and sometimes schedules have to be changed. 
But in this case the Expected Event is coming along 
on time. Any moment now you'll get the news, 
and it’s news that means something to ambitious 
men with paint stores.— 4”y moment now! 


The MARTIN-SENOUR Co. ¢ Chicago, Illinois 


MARTIN-SENOUR 
Puality Paints 


| WATCH FOR THE NEWS! 
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A Sales Manager 
on a South Sea Island 


i | HIS is really not a sales 
story at all, but, to my mind, 
it is a story of one of the 

best sales managers I have ever 
heard about. However, he didn’t 
know it, and would be very much 
surprised if he were told that he 
was a sales manager. 

Recently I spent a week-end in 
the country. I must have taken 
too much coffee at dinner because, 
when I retired in my little old- 
fashioned room in the hundred- 
year-old house where I was stop- 
ping, I could not sleep. I tossed 
and turned, rolled over from one 
side to the other and rearranged 
my pillows. Finally I gave up, 
reached over to the lamp next to 
my bed and turned on the switch. 
The lamp was on a little antique 
table with a drawer. I pulled out 
the drawer and there was a paper- 
covered book. I hadn’t seen one 
like it for years. It was a six- 
penny London paper back edition, 
and by looking inside the front 
cover I discovered it was the sev- 
enth printing. “Must be good,” was 
my mental reservation. The name 
of the book was “My South Sea 
Island,” by Eric Muspratt. “Ah,” 
said I to myself, “here is some of 
that South Sea Island stuff, beau- 
tiful native girls, etc.” So I set- 
tled myself up on my pillows and 
started to read. It was a personal 
biography. There wasn’t a word 
about the girls. 

Muspratt was over six feet tall 
and was a trained athlete. After 
being discharged from the British 
army, he went to Australia with a 
friend, and somewhere in some 
Godforsaken place, far from the 
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By SAUNDERS NORVELL 


coast, tried his hand at raising 
pineapples. His environment was 
deadly. The long hours of hard 
physical work were killing. Then 
came a letter from a friend saying 
he desired a temporary manager 
for a cocoanut plantation in the 
Solomon Islands. The old mana- 
ger, who had taken care of this 
plantation for some 20 years, 
wished a vacation. !t was a six 
months job. Would he take it? 

Anything was better than the 
job he had, so he decided to ac- 
cept. He met his friend in one of 
the large coast cities of Australia. 
This friend warned him in ad- 
vance that it would be a lonesome 
job, as there was no other white 
man on the plantation. The near- 
est white man was a day’s journey 
away. There were about 70 na- 
tives working for the company 
under contract on the plantation. 
A ship visited the island about 
once a month. Some profits were 
derived from trading merchandise 
with the natives. 


The Arrival 


I will pass over his trip on the 
ship to this remote island. His 
description of some of the char- 
acters he met was interesting. 
Finally he reached the island, and 
accompanied by several natives, 
after a long walk through the 
jungle and along the shore, he 
arrived at the plantation. The old 
manager was there to greet him. 
He had formerly been a sea cap- 
tain. He admitted that he loved 
the plantation and regarded run- 
ning it as his life work. 


A peculiarity of this old man 
soon developed. He had been a 
miser. He had not spent an un- 
necessary shilling even for food. 
His whole idea of good manage- 
ment, and he had prided himself 
on the fact, was that he had never 
wasted a cent. It was his idea that 
all the natives were natural born 
thieves and were all lazy. They 
were a bad lot, he said, and the 
only way to handle them was to 
drive them with a rod of iron. 

In a few days a ship called and 
the old manager departed on his 
vacation. His last words to Mus- 
pratt were: “Watch out, be eco- 
nomical, and don’t allow the na- 
tives to put anything over on 
you!” 

As might have been expected, 
the place was all run down. The 
living quarters and the warehouses 
were falling to pieces. Not a cent 
had been spent on repairs for 
years. The first thing Muspratt 
did was to call together and give 
a dinner to the native chiefs who 
were in charge of the workers. 
Through an interpreter he en- 
couraged them to talk freely. They 
ate ravenously and when they had 
been well fed expanded into con- 
versation. The first thing he was 
told was that the workers on this 
plantation had been almost 
starved, the rations of food being 
served to them were much too 
small. It also developed that they 
hated the old manager on account 
of his meanness. They did as 
little work as they could get away 
with and loafed on the job when- 
ever possible. 

The next day Muspratt gave 
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LOMA’S 1938 PROGRAM 





THE LOMA 
FORMULA 


is the result of scien- 
tific recommendations 
of 26 of the country’s 
leading agronomists, 
horticulturists and po- 
mologists associated 
with Federal and 


FOR 1938 LOMA OFFERS YOU NEW 
FEATURES AND NEW AND BIGGER 
OPPORTUNITY FOR PROFITS! 


@ EXTRA DISCOUNTS—Extra discounts for early dealer orders. 

@ NATIONAL ADVERTISING—LOMA launches a larger advertising cam- 
paign in 1938, using both national magazines and local newspapers. 

@ DEALER HELPS—LOMA provides a liberal assortment of new, attrac- 
tive Window and Counter Displays, Banners, Leaflets, etc., as well as a 
new Sales-Producing Display Rack for retailers featuring LOMA. 

@ MATS AND ELECTROS—New free mats and electros available for your 
local newspaper advertising, price lists, flyers, etc. 





USE LOMA 


and your lawn will be- 
come a sturdy, thick 
carpet of emerald 
green... your flowers 
will be more beautiful 
and longer-lasting .. . 
your vegetables will be 





State Governments @ QUALITY PACKAGES—LOMA offers a quality product in a quality meatier and more 
and Agricultural Col- package—colorful, smartly designed, moisture-proof bags and canis- : 
leges The LOMA ters in sizes to suit every customer's needs. flavorful ... your fruit 
f g al ish h @ LOMA SPREADERS—LOMA spreaders are strongly made_ and fool- trees will yield more 
ormula satishes the proof. Profitable to sell. Will increase your sales of LOMA. Five 

abundantly ... and your 


sizes—14” to 36”. 


most exacting feeding 











requirements — for oie we ol 
Everything Green that JOBBING DISCOUNTS ARE STILL AVAILABLE IN CERTAIN ° 7° es will be 
LOCALITIES. Inquiries invited. Write for full information. healthier and more 

handsome. 














Grows. 
Tennessee Corporation, 61 Broadway, New York, N. Y. 


Loma se Perfect Plant Food. 


Everything Green that Grows 
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—$<$—<—$— 
THE FASTEST SELLING HAMMER | 
The Cheney Nailer—the hammer that holds the nail—is | 
being bought by more people in more stores than ever | 
before. Why not get your share of this business, right | 
now—today? The Cheney Sales Maker display will help | 
you get more hammer sales, just as it is doing in many | 
fine stores, everywhere. Send your order for a Cheney 
Sales Maker Carton—today. In it are: 

10—16 ounce Cheney Nailers No. 938 

2—20 ounce Cheney Nailers No. 937 

1—16 ounce Cheney Nailer No. 938 

chained to display. 

1—Cheney Sales Maker display. 
For more hammer business—Order the Sales Maker Carton 
—now. 


HENRY CHENEY HAMMER CORP. 
FACTORY: LITTLE FALLS, NEW YORK 
SALES OFFICE: 302 BROADWAY, NEW YORK 
PACIFIC COAST REPRESENTATIVES 
Kelly-Duncan Co., Los Angeles —San Francisco 


meer” 
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orders that the rations of food 
given the workers be doubled. 
Then when the gangs went to 
work he went with them. The in- 
crease in food had immediately 
made him popular. But the natives 
at first looked upon this as weak- 
ness and ignorance on his part. 

The entire plantation was run 
down. Everything needed clean- 
ing up. There were a number of 
200-pound bags of copra that had 
been dumped on the pier and it 
was necessary to transfer these 
bags to the warehouse. “Come on, 
boys,” said Muspratt, and he 
picked up one of the bags without 
any effort and walked with it to 
the warehouse. The natives looked 
on with surprise, but they all 
picked up bags and tried to keep 
up with him. That day Muspratt 
worked first with one gang and 
then with another. 

After the day’s work it was the 
custom of the natives to go for a 
swim. Muspratt went to the lagoon 
with them. Soon the natives 
started swimming races. They were 
all good swimmers, but there was 
one man who excelled all the 
others. Muspratt arranged a race 
with him, and had little trouble 
winning as he was a trained swim- 
mer and used the Australian crawl, 
which was unknown to the natives. 
They looked at him in wonder. 
The idea of a white man swim- 
ming faster than one of their 
champions! They began to realize 
that their new manager was a dif- 
ferent kind of white man than they 
had ever known before. He didn’t 


spend his time sitting on the porch 


drinking whiskey and smoking. 


Morale Improves 


The next night, after a hard 
day’s work, the natives amused 
themselves wrestling. Muspratt 
took a hand in this too, and as he 
had been an amateur wrestling 
champion both in England and in 
the army, he taught the natives a 
few things about this sport. On 
Saturday afternoons no one 
worked, and this time was de- 
voted mainly to sports. So Mus- 
pratt proceeded to teach the na- 
tives the art of scientific swim- 
ming and wrestling. His popu- 
larity constantly increased, and his 
fame traveled through all the little 
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group of islands. The natives, in- 
stead of jumping their contracts 
as they had constantly done under 
the old management, enjoyed re- 
maining with him. Natives from 
the other islands sought employ- 
ment. In the meantime Muspratt 
learned that on account of the im- 
proved morale, the increased food, 
and the fun they were having, the 
amount of work done by the na- 
tives had more than doubled. 


Fishing De Luxe 


Fish were plentiful around the 
island. It was the custom of the 
natives to wade out in the water 
and spear them. This took a great 
deal of time and skill. It was fun, 
but they didn’t get many fish. So 
one day Muspratt declared a holi- 
day and told his natives they 
would all go fishing a new way, 
and that he would show them how 
to get more fish than they had ever 
caught before. He told them to 
bring along a lot of canoes be- 
cause he expected to fill all the 
canoes with fish. When he made 
this announcement to the head 
men they tapped their heads as if 
to indicate he had gone “nutty,” 
but they would follow his orders 
anyway. Getting into a large 
canoe with a package in his hands, 
Muspratt instructed his native 
paddler to get him out to the 
place where the fish came in 
schools. Through the clear water 
thousands of fish could be seen. 
Muspratt selected the best place, 
lit a fuse and threw the package 
overboard. In a few mbments there 
was a muffled report and a geyser 
of water was thrown up into the 
air. The natives held their breath. 
Then the whole surface of the 
lagoon was covered with stunned 
and dead fish. Muspratt had 
simply used dynamite. They filled 
their canoes with the fish, and 
afterwards the best swimmers dove 
overboard and picked up the 
stunned fish from the bottom of 
the lagoon. In an hour’s time they 
had secured enough fish to sup- 
ply several villages. Naturally the 
natives wondered at this new 
method of fishing. But they 
loved it. 

The island was full of wild pigs. 
When the natives desired a feast 
they went out pig hunting. This 





was interesting but dangerous 
sport for the old boars put up 2 
good fight. But the trouble with 
these pigs was the fact that hav- 
ing to rustle for their living in a 
wild state, they were thin. Mus- 
pratt decided to do things differ- 
ently. He set traps for the wild 
pigs by digging deep holes in the 
ground near their runways. In 
the meantime strong enclosures 
were erected. The live pigs which 
had been captured in the traps 
were placed in this enclosure and 
then fed. Pigs were plentiful and 
cheap. The pigs grew fat, and 
from lack of exercise and became 
less muscular and more tender. 

Then there was the trading. 
Muspratt found that in the past 
very little had been done to en- 
courage trading or to show the 
goods. Different trades had been 
made with the various natives. 
There had been no one price sys- 
tem. So Muspratt decided on a 
weekly Saturday afternoon fair. 
There was one price. Of course, 
all of this trading was barter. The 
staple item the natives brought 
was copra, dried cocoanuts. Mus- 
pratt traded all sorts of things for 
this copra. 


Profits Increase 


Muspratt also surprised the na- 
tives by giving them a free dinner 
every Saturday night. As the news 
of this innovation spread, natives 
came from far away islands bring- 
ing their copra. The profits from 
trading were increased several 
hundred per cent. And, on account 
of the harder work done by the 
natives, the monthly returns from 
the plantation also increased. 

In other words, our friend Mus- 
pratt was doing a fine job with his 
plantation when his six months 
were up. He had been so busy that 
he hardly missed white com- 
panionship. Then one fine day the 
old manager returned. And this 
is the funny part of the story. 
Glumly he looked over the im- 
provements. Glumly he heard 
what the natives had to say about 
how much happier they were. 
Glumly he looked over the books 
and saw the increased profits. 
Muspratt, being young and en- 
thusiastic, expected a few words 

(Continued on page 120) 
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Close more SALES 
with ILCO 


ILCO Universal Door Closers bring more sales because they 
give your customers what they want—easy installation without 
calling in a carpenter—positive closing under any draft conditions 
—+years of trouble-free service. They are unusually powerful and 
heavy, simply adjusted to any desired speed, and can be used on 
right or left hand doors without changing the spring. Their 
perfected packing glands prevent leakage 
and maintain adjustments. 











ILCO KEY 
BLANKS 
See us first. We 
maintain an ex- 


Use the counter demonstrator to show 
how ILCO double regulation controls clos- 
ing speeds. Point out its other dependable 
features and advantages—and watch your 
sales increase. 


tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 








ILCO Universal Door Closers are posi- 
tive closing, dependable in operation, and 
easily installed on any door. 


CLO INDEPENDENT 


LOCK COMPANY 


Fitchburg, Mass. 


BRANCHES IN ALL PRINCIPAL CITIES 


THE SYMBOL OF SUPREME 


LOCK PROTECTION 
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CHAINS TO SELL 
THIS MONTH 





ACCO PROOF & BBB COIL CHAIN. 
ACCO LOG CHAINS 

WEED EMERGENCY UNIT CHAINS 
ELWEL MACHINE & COIL CHAIN 
ACCO TOWING CHAINS 

ACCO COTTER PINS 

ACCO JACK & SAFETY CHAIN 


OOOOOOO 


SELLING IS A MATTER OF REMINDING 


Surveys show that many sales are made 
by reminding customers of their needs. 
Use displays to remind customers of 
their chain requirements. 


Chains 





WEED AMERICAN BAR-REINFORCED TIRE CHAINS 
WEED EMERGENCY UNIT CHAINS 

ELWEL TWIST LINK TRUCK CHAIN 

ACCO TOWING CHAINS 

ACCO SLIP & GRAB HOOKS 

ACCO PROOF & BBB COIL CHAIN 

EL-WEL-TRA TRACE CHAINS 


C 
C 
CO 
Cl 
O 
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AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 











| 
| 
| 
| 


| 
| 
| 
| 
| 





Coming Conventions and Events 


American Hardware Supply Co. 
41-43 Terminal Way, South Side, Pitts- 
burgh, Pa. Jan. 24-25, 1938. Wm. M. 
Stout, general manager. 

Arkansas Retail Hardware and 
Implement Assn., Feb. 15-16, 1938, at 
Marion Hotel, Little Rock, Ark. G. L. 
Turner, Little Rock, secretary. 

California Retail Hardware Assn., 
Feb. 15-17, 1938, at Hotel Whitcomb, 
San Francisco, Calif. LeRoy Smith, 
417 Market St., San Francisco, man- 
ager. 

Indiana Retail Hardware Assn., 
Jan. 25-28, 1938. Exhibit and meet- 
ings at Murat Temple, Indianapolis, 
Ind. Headquarters, Lincoln Hotel. G. 
F. Sheely, 915-35, 130 E. Washington 
Bldg., Indianapolis, managing director. 

Institute of Cooking and Heating 
Appliance Mfrs., Dec. 2-4, 1937, at 
Netherlands Plaza Hotel, Cincinnati. 
Ohio. Alden Chester, Globe American 
Corp., Kokomo, Ind., chairman of pro- 
gram committee. 

Intermountain Assn., Jan. 25-27, 
1938, at the Bannock Hotel, Pocatello, 
Idaho. E. Bell, 211 S. Ninth St., Boise, 
Idaho, secretary-treasurer. 

Iowa Retail Hardware Assn., Feb. 
8-11, 1938, at Des Moines, Iowa. Ex- 
hibition, Coliseum; headquarters, Hotel 
Savery. Philip R. Jacobson, Mason 
City, Iowa, secretary-treasurer. 

Kentucky Hardware and _ Imple- 
ment Assn., Jan. 18-20, 1938. Exhibit 
and meetings at Seelbach Hotel, Louis- 
ville, Ky. J. M. Stone, Seelbach Hotel, 
secretary-treasurer. 

Michigan Retail Hardware Assn., 
Feb. 8-11, 1938, at Detroit, Mich. Ex- 
hibit, Convention Hall; headquarters, 
Statler Hotel. Harold W. Bervig, 1112 
Olds Tower Bldg., Lansing, Mich., sec- 
retary. 

Minnesota Retail Hardware Assn., 
Feb. 22-25, 1938, at Minneapolis, Minn. 
Exhibit, Municipal Auditorium; head- 
quarters, Curtis Hotel. C. J. Chris- 
topher, Nicollet at 24th St., Minne- 
apolis, manager-treasurer. 

Missouri Retail Hardware Assn., 
Feb. 22-24, 1938. Exhibit and meetings 
at Hotel Jefferson, St. Louis, Mo. Pey- 
ton C. Clark, 2861 Gravois Ave., St. 
Louis, secretary. 

Mountain States Hardware & 
Implement Assn., Jan. 17-19, 1938, at 
Cosmopolitan Hotel, Denver, Colo. John 
T. Bartlett, 637 Pine St., Boulder, Colo., 
secretary-treasurer. 

National House Furnishings 
Mfrs. Assn., Jan. 9-15, 1938, at Stev- 
ens Hotel, Chicago, Ill. Warren Ed- 
wards, 228 N. LaSalle St., Chicago, sec- 
retary. 

Nebraska Retail Hardware Assn., 

Feb. 1-3, 1938, at Omaha, Neb. Ex- 
hibit, Municipal Auditorium; head- 
quarters, Hotel Rome. Ed Hermanson, 
325 Insurance Bldg., Lincoln, Neb., sec- 
retary-treasurer. 

New England Hardware Dealers 
Assn., March 1-3, 1938. Exhibit and 
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meetings at Statler Hotel, Boston, Mass. 
George G. Hoy, 140 Federal St., Bos- 
ton, secretary. 

New York State Retail Hardware 
Assn., Feb. 8-10, 1938. Exhibit and 
meetings at Statler Hotel, Buffalo, 
N. Y. John B. Foley, 510 Hills Bldg.. 
Syracuse, N. Y., secretary. 

Ohio Hardware Assn., Feb. 15-18, 
1938, at Columbus, Ohio. Exhibit, Co- 
lumbus Auditorium; headquarters, 
Deshler-Wallick Hotel. John B. Conk- 
lin, 175 S. High St., Columbus, secre- 
tary-treasurer. 

Oklahoma Hardware & Implement 
Assn., Feb. 1-3, 1938. Exhibit and 
meetings at Civic Auditorium, Okla- 
homa City, Okla. C. F. Nelson, 301 
Key Bldg., Oklahoma City, secretary- 
manager. 

Panhandle Hardware & Implement 
Assn., Feb. 7-8, 1938, at the Herring 
Hotel, Amarillo, Tex. C. L. Thomp- 
son, Canyon, Tex., secretary-treasurer. 

Pacific Northwest Hardware & 
Implement Assn., Feb. 7-9, 1938. Ex- 
hibit and meetings at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, secretary. 

Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 1-4, 1938. 
Exhibit and meetings at Convention 
Hall, Philadelphia, Pa. W. Glenn 
Pearce, 400 N. Broad St., Philadelphia, 
managing director. 

Purchasing Agents Assn. of Chi- 
cago, Nov. 17-18, 1937, at Hotel Sher- 
man, Chicago, Ill. Frederick J. Heaslip, 
Fairbanks, Morse & Co., Chicago, sec- 
retary. 

South Dakota Retail Hardware 
Assn., March 15-17, 1938, at Sioux 
Falls, S. D. Exhibit, Coliseum; head- 
quarters, Cataract Hotel. C. J. Chris- 


topher, Nicollet at 24th St., Minne- 
apolis, Minn., manager-treasurer. 

Southwestern Wholesale Distrib- 
utors Assn., Nov. 13-15, 1937, at Hotel 
Playa de Cortes, Guaymas, Mexico. 
Benj. Sherrod, P. O. Box 586, El Paso, 
Tex., acting secretary. 

Texas Hardware & Implement Assn., 
Jan. 25-27, 1938, at Hotel Baker, Dallas, 
Tex. Dan W. Scoates, College Station, 
Tex., secretary. 

Triple Convention of the Southern 
Supply & Machinery Distributors Assn., 
the American Supply & Machinery 
Manufacturers Assn., the National Sup- 
ply and Machinery Distributors Assn.. 
May 9-11, 1938, at the Hotel William 
Penn, Pittsburgh, Pa. Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va., 
secretary of Southern Assn.; R. K. 
Hanson, 916 Clark St., Pittsburgh, sec- 
retary American Assn., and H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., secretary National Assn. 

Virginia Retail Hardware Assn., 
Feb. 22-23, 1938, at the Jefferson Hotel, 
Richmond, Va. R. A. Frayser, 602 E. 
Broad St., Richmond, acting secretary. 

Western Retail Implement & Hard- 
ware Assn., Jan. 18-20, 1938. Exhibit 
and meetings at Municipal Auditorium, 
Kansas City, Mo. Herbert J. Hodge, 
Abilene, Kan., secretary-treasurer. 

West Virginia Hardware Assn., 
Feb. 21-22, 1938, at Greenbrier Hotel, 
White Sulphur Springs, W. Va. H. B. 
Clower, Park Hill, W. Va., secretary- 
treasurer. 

Wisconsin Retail Hardware Assn., 
Feb. 1-4, 1938. Exhibit and meetings 
at Milwaukee Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, Wis., 
executive secretary. George W. Korne- 
ley, 3374 N. Green Bay Ave., Milwau- 
kee, Wis., exhibit manager. 





Government Helps Buy a Tractor 


IX farmers in Columbia County, 

Washington, near Dayton, have 
formed the Dayton Tractor Service 
under the sponsorship of the Com- 
munity and Cooperative Service 
Section of the Federal Resettle- 
ment Administration, according to 
local news reports. 

This simple little organization of 
farmers was established under the 
direction of the region head of the 
Section. The organization is set up 
under a patronage agreement and 
members participate on a fee basis. 
The group will join in the use of a 
wheel tractor for use in plowing 
and cultivating. William E. Holm, 
one of the farmers, has been ap- 
pointed manager of the association. 

Without inquiring into details, it 
is probable that the government has 
advanced the funds for the purchase 


of the tractor, taking notes from the 
farmers and pledges of payment for 
use in connection with seasonal 
crops. 

If soundly administered, and if 
participating farmers will work and 
are sufficiently experienced to hold 
their own, this plan sounds worthy 
and genuinely constructive. More- 
over, it offers to the farm equipment 
trade an opportunity for sales which 
would not be justified in the case 
of any of these individual farmers. 

Alert members of the trade will 
be wise to contact the Resettlement 
Administration and encourage the 
formation of such community and 
cooperative service associations 
where they are economically justi- 
fied. — Osgood Murdock in Imple- 
ment Record. 
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M°KINNE 
BUTT HINGES 


PATENT APPLIED FOR 
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Hinges that are forever silent at the joints—hinges that ride 
smoothly on a self-oiling bearing of durable Oilite—exclusive 
advantages that could easily command a premium in price for 
McKinney Butt Hinges yet retailing at no higher price than Ball 
bearing Butt Hinges. Here, truly, is an unbeatable combination 
for successful selling. Talk McKinney Oilite Bearing Hinges— 
cash in on their instant appeal to builders. Your jobber can 
supply you or write to us direct. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 


Tee Hinges in all sizes Strap Hinges in all sizes Wrought Steel Hasps in 
packed in bulk or one packed in bulk or one all sizes and finishes. 
Pair toa carton. Stand- Pair to a carton. The Packed in bulk or one 
ardize on the well known McKinney Line is the Pair toa carton. Push 
the McKinney Line. 


McKinney Line. profitable line. 





DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 





S Avanttwecl 


BICYCLES * VELOCIPEDES 
PLAYCYCLES* ROLLER SKATES 


The first word in 
QUALITY 


The last word in 
DESIGN 


D.P HARRIS HDW. & MEG. COMPANY.INc. 


D. P. HARRIS BUILDING, NEW YORK, N. Y. 
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perior 
CHURN 
Instead, they become ardent mis- 
enthusiastically seeking 
to convert others to this far better 
way of churning. No wide-awake 
dealer can fail to realize, there- 
the necessity of having a 
comprehensive stock of DAZEY 
CHURNS always on hand. Espe- 
cially profitable are the electric 
models now that power lines are 
so steadily being extended into 
rural districts. 


sionaries, 


fore, 


DAZEY CHURN & MANUFACTURING CO. 


4301 Warne Ave. St. Louis, Missouri 


satisfied users are truly the 
/ world’s best advertising — no 

wonder nearly 90% of all the 
churns sold by the hardware trade 
today are DAZEY CHURNS! At 
this moment there are well over 
3 million DAZEY users and, judg- 
ing from the thousands of letters 
we have received, few, if any, are 
content merely to enjoy the su- 
service of a DAZEY 


Million Satish ed emg 
Advertise DALEY THURNS 





selfish satisfaction. 





JOBBERS AND 






SOLD ONLY THROUGH 


A SIZE FOR EVERY NEED 






to 
10-GALLONS 
Hand or 


Electric 
Operation 








DEALERS 














MAILING LIST 
f 


WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling Through Hard- 
ware Channels Needs a Copy. 


Indispensable for 


1 Calling on Hardware Jobbers 
2 Your Credit Department 


3 Direct Mail Work 


It Lists: 


SHELF HARDWARE JOBBERS 

HEAVY HARDWARE JOBBERS 

MILL SUPPLIES DISTRIBUTORS 

PLUMBERS’ & TINNERS' SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


HARDWARE AGE VERIFIED LIST 
239 W. 39th STREET 





PRICE 


$10. 


A COPY 


Remittance 
with Order 











NEW YORK, N. Y. 
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Price 
Discrimination 


(Continued from page 75) 


has a right to appeal to his local 
Circuit Court of Appeals. 

The Tydings-Miller Act is an 
amendment to the Sherman Act of 
1890. The Sherman Law makes it 
unlawful for minimum resale prices 
to be fixed. Forty-two States (all 
except Alabama, Vermont, Dela- 
ware, Mississippi, Texas and Mis- 
souri) have passed laws which per- 
mit vertical price-fixing of commod- 
ities which bear the trademark 
brand or name of the producer or 
distributor, and which are in free 
and open competition with commod- 
ities of the same general class pro- 
duced or distributed by others. 


An Enabling Act 

The Tydings-Miller Law is an en- 
abling act. It merely permits in in- 
terstate commerce what the State 
law permits within the boundaries - 
of the State. In other words, it re- 
laxes the Sherman Act to that ex- 
tent only by not rendering such 
transactions illegal where permitted 
by the State law. 

April 26, 1937, when Congress 
was considering the Tydings-Miller 
Bill, the President of the United 
States addressed a communication to 
the Vice-President, who presides 
over the Senate, and to the Speaker, 
who presides over the House of Rep- 
resentatives, in which he stated his 
objection to the bill and expressed 
the hope that it would not be per- 
mitted to pass Congress. It was be- 
lieved by many of us that the Presi- 
dent had received incorrect informa- 
tion about the effect of this proposed 
legislation, and that he would ap- 
prove such a bill if in some way the 
proponents could acquaint him with 
all the facts. Efforts were made in 
that direction, which resulted in an 
amendment being agreed upon by 
the Attorney General of the United 
States. 

Many trade associations are con- 
sidering the possible activities of 
their members looking to the adop- 
tion by manufacturers of resale price 
arrangements under the provisions 
of the recently enacted Tydings- 
Miller Law. 

Before this law, in the Dr. Miles 
Medical Company case, the John D. 
Parke & Sons case, and many others, 
the Supreme Court held resale price- 
fixing unlawful. The Federal Trade 
Commission, in the Beechnut case, 
had also held that minimum resale 
price-fixing was an unfair method 
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Push All Three 
HOPPE’S Leaders 
For Gun Protection 


AL hunters need Hoppe’s No. 9 


Solvent for gun-bore cleaning. 















ime tloppe’s Gun Cleaning Patches to 
pats 2. apply No. 9. Hoppe’s Lubricating 

% Oil to keep gun actions smooth 
working and prevent wear—also to 
clean and polish. 


These are the three big sellers to 
, gun users—in strong demand right 
now. Stock plenty of them and 
keep them on display. 





FILL OUT THE LINE 
Also stock and display Hoppe’s 
Gun Grease and Hoppe’s Gun 
Cleaning Packs. 
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Your regular jobber will supply you promptly. For free copies 
of Frank Hoppe’s Gun Cleaning Guide, please write us. 


FRANK A. HOPPE, Ine. 


2314-A No. 8th St., Philadelphia, Pa. 


AGENTS: Ed. W. Simon Co., Inc., 302 Broadway, New York 
H. L. Bowlds, 108 W. Second St., Los Angeles, Calif. 
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POULTRY NETTING 


@ Tell your customers—“WICKWIRE NETTINGS FIGHT 


RUST!” Point out the three com- 
plete turns at the twist, the 
heavy galvanizing, perfectly 
filling the twists; making a 
stiffer, stronger, longer lasting 
fence. QTell them also that 
when rough usage, weather 
and wear eventually rupture 
the coating — Wickwire de- 
pendable Open Hearth Steel 


ad 9!l-purpose 


Straight, Stays tight 


* Fequires no 
ckle or sag. 


rails. No be 





HEN -CHicK 


eshes, hangs 





Wire will still FIGHT RUST. 


WICKWIRE BROTHE 
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Constant advertising in a long 
list of leading magazines and 
farm papers is selling paint 
prospects everywhere on Lowe 
Brothers “2 Easy Steps to Paint- 
ing Satisfaction.” 

Prospects are glad to see for 
themselves how the Pictorial 
Color Chart, with its actual 
painted illustrations, makes 
color selection easy. And pros- 
pects are happy to learn why 
Lowe Brothers long-lasting pro- 
tection costs less per square foot 


of surface painted. So cash in 
on Lowe Brothers national ad 
vertising and Lowe Brothers 
exclusive sales-making helps. 
They are backed by a complete 
and powerful plan of newspa- 
per, window display, and direct 
mail advertising cooperation. 

Take your first step towards 
securing better paint sales by 
writing today for all the facts 
about this fast-moving, quality 
line. The Lowe Brothers Co., 
Dayton, Ohio. 


owe Drovers 


PAINTS AND VARNISHES 
QUALITY UNSURPASSED SINCE 1870 








of competition under the Federal 
Trade Commission Act. 

This law does not weaken the 
prohibitions of the Sherman 
Act against combinations be- 
tween competitors, whether buy- 
ers or sellers. Neither does it 
relax the prohibitions of the 
Sherman Act against combina- 
tions of customers to induce 
their common seller or sellers 
to grant them more favorable 
prices or terms, etc. It does not 
legalize any latitude of conduct 
in the nature of boycott, which 
was forbidden before its enact- 
ment. On the contrary, the 
amendment which I have re- 
ferred to specifies expressly 


that the exemptions shall not 
cover any agreement between 
competitors for the establish- 
ment or maintenance of resale 
prices. 

Recently I spoke to the mem- 
bers of a national association 
of retailers. I asked them to be 
patient with those they expect 
to comply with this law and fix 
minimum resale prices; that 
they should remember that har- 
mony and full compliance are 
very necessary and desirable, 
that manufacturers do not have 
to comply with this law and 
may withdraw and wreck the 
whole program if not given 
proper consideration. I stated, 








Here’s the Line-Up! 


1. Wrist-Action Mops 

2. Handy Mops 

3. Glove Mops 

4. Triangular Reversible Mops 
5. Oblong Reversible Mops 


This complete new array of Old English 
Mops includes blue yarn, white cord 
and oil types — each with its specific 
purposes for aiding harrassed house- 
wives. Every mop is individually mount- 
ed on corrugated board, and wrapped 
in cellophane for perfect display. 


45% MARK-UP 
Appeals to Dealers 


Old English Mops are exceptional val- 
ves priced to enable you to sell them at 
feature prices. Yet you reap full profit! 


WRITE FOR DETAILS 


THE A. S. BOYLE COMPANY 


257 Cornelison Ave. 


MADE BY THE MAKERS OF Qid English Wax 
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DISTRIBUTORS 
Jersey City, N. J. 


JUST OUT... and a Sensation: 
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too, that it was better to be pa- 
tient and succeed than to be 
foolish and fail. 


The President, in his radio talk, 
Oct. 12, indicated that Congress 
would be asked to revise the anti- 
trust statutes. It has been well 
known for some time that the De- 
partment of Justice is displeased 
with certain large loopholes in the 
present anti-trust laws, and _ that 
efforts will be made to get Congress 
to close them up. 

The present anti-trust laws make 
it unlawful for a concern to obtain, 
by purchase or otherwise, the stock 
of a competing concern, but the 
loophole in the law is that such a 
concern can do the same thing, in- 
directly, by purchasing all the assets, 
lock, stock and barrel, of the com- 
peting concern instead of the stock. 

It is also reported that the Pres- 
ident’s anti-trust law changes will 
embrace a proposal which, if 
adopted, will limit the percentage of 
control any corporation may exert 
over any industry, and may include 
Federal licensing of interstate cor- 
porations, with licenses to be denied 
to concerns using monopolistic prac- 
tices. A proposal similar to the lat- 
ter one has been before Congress a 
number of years in the form of the 
O’Mahoney Bill. 


It is my suggestion that busi- 
ness men be on the alert during 
the next session of Congress, 
and at all times be in position 
to provide members of the 
House and Senate and Admin- 
istration advisers with full, 
complete and correct informa- 
tion regarding the different pro- 
posals affecting them, in order 
that they may not be unduly 
crushed in an erroneous at- 
tempt to serve the public in- 
terests. 


It is my belief that no effort will 
be made to change the Robinson- 
Patman Act. The Department of 
Justice and the Federal Trade Com- 
mission will not ask that it be 
changed, and business generally has 
accepted it, so any revision of anti- 
trust laws that is contemplated will 
not likely embrace in any way or 
manner whatsoever the Robinson- 
Patman Act. This law has proved 
its usefulness and is being regarded 
as The Golden Rule in business. 


Very few of the business men 
in America can consistently op- 
pose cooperatives. Most of them 
are connected, in one way or an- 
other, with cooperatives them- 
selves... They can, however, 
consistently oppose the Federal 
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HERE’S one of the fastest selling items in the retail 
hardware trade . . . ball bearing casters that roll in any 
direction quietly, smoothly and without effort. 
MERCHANTS MAKE MONEY WITH "ACME" CASTERS 

Every customer is a logical prospect for “ACME” Ball 
Bearing Casters. All you have to do is demonstrate . . . 
roll an “acme” along the counter or in the palm of your 
hand and the sale is made. Stock “acmeEs” and roll up 
profits. 





THE ScHATz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


as yy 
a\ re Iq 8 sacie G 


NOVEMBER 4, 1937 115 





leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guarantee 
of satisfactory service—lIt is a builder of 
good will and profit for the dealer. 


Write for new catalog 


THE BASSICK COMPANY 


Connecticut 


Bridgeport 
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Government or any State sub- 
sidizing or granting special 
privileges to cooperatives. To 
my mind, no business man need 
fear the competition of a co- 
operative that is not favored in 
some way, either by tax-exemp- 
tion, subsidy or otherwise as- 
sisted by the Government, Fed- 
eral or State. The business men 
of this country are educated in 
the school of hard knocks in 
business, and by reason of their 
long years of experience they 
have nothing to fear from the 
consumer co-op that must stand 
upon its own bottom. 

From now on, those of you 
who are opposed to consumer 
co-ops being assisted by the 
Government should make sure 
that your Representatives and 
your Senators in the State Leg- 
islatures, your Governors, your 
Members of Congress—House 
and Senate—are sold on the 
fact before their election that 
it is fundamentally wrong, un- 
sound and unfair for the Fed- 
eral Government or the State 
to subsidize in any way or man- 
ner whatsoever, or to give any 
unfair advantage or special 
benefit to consumer coopera- 
tives. This question is now 
with us; it must be dealt with. 
If you deal with it in this wavy, 
you are on firm ground and will 
be successful, because your 
contention cannot be logically 
answered. 

The Administration in power 
in Washington now is depen- 
dent upon taxation of profits in 
order for it to succeed. The 
Government must collect taxes, 
and heavy taxes, in order to pay 
the enormous ‘debts that are 
being created. These taxes can- 
not be collected from non-profit 
corporations or concerns. There- 
fore, the whole foundation of 
the present Administration is 
based upon encouraging the 
making of profits in order that 
a portion of those profits may 
go toward the paying of the 
Government’s debts. For this 
reason, I am not expecting the 
advocates of subsidized con- 


| sumer co-ops to get very far in 


this Administration. 


It is my personal feeling that in- 


| stead of assisting wage-earners, 


farmers or other groups in saving 
a small amount annually by buying 
from their own consumer co-ops, pre- 
suming that it is possible for them 
to save a small amount that way, 
we should increase prices to farmers 


and increase wages to wage-earners 
in order that they may have more 
buying power with which to pur- 
chase in the recognized and usual 
channels of trade and distribution. 

It is reported that the Administra- 
tion in Washington will make an 
effort to provide public competition 
or publicity subsidized competition 
in industries where private competi- 
tion fails. This proposal should be 
carefully watched, in order that in- 
nocent industries that are not mon- 
opolistic in character may not be 
burdened with subsidized competi-~ 
tion. 

The Woman’s Day is the name of 
the new magazine that is being pub- 
lished by a large national corporate 
chain. It is claimed to be a clearing 
house for all the thousand and one 
problems that arise in housekeeping. 
It is represented to have a circula- 
tion of 750,000, and the advertising 
rates are $1,125 a page. 

If all the national corporate chains 
follow suit, and others are already 
considering doing so, the local news- 


papers may as well get ready for a 


tremendous loss in advertising. The 
local newspaper will become a vic- 
tim under the crushing power of 
absentee ownership, along with the 
local merchant and the local bank. 
If this effort on the part of these 
large concerns does not wake up the 
newspapers of this nation as to what 
will eventually happen to them, as 
well as to others, I doubt that a 
question of public interest can pos- 
sibly arouse them. 

If these concerns expect to use 
this so-called magazine for the pur- 
pose of evading the Robinson-Pat- 
man Law, I am afraid they will find 
that the law is not as weak as they 
think. Although it may possibly not 
be pig-tight and bull-proof, as the 
farmer builds his fence, yet I be- 
lieye it has as few loopholes and 
technicalities as any law upon the 
statute books. 


A Clear Cut Issue 


We have reached the stage in our- 
campaign in behalf of independent 
business when we should present a 
clear-cut issue to the American 
people. That issue should be: “Shalt 
a corporation be permitted to en- 
gage in retail distribution in more 
than one state?” In every com. 
munity, town and city, there are 
plenty of people who are able and 
anxious to conduct the retail distri- 
bution needed in that area. It is my 
belief that any business that can be 
satisfactorily operated by local peo- 
ple should be preserved, so far as it 
is possible, for them. At least, local 
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“American Lady” | 


CHEESE CLOTH 


Brand New 
Package— 
Retails at 25 cts. | 
5 Full Yards— | 


One-Piece 











Continuous Length 


| 
Giving Dealer a Full Mark-Up | 











also 


‘Red Diamond” Cheese Cloth 





Retailing at 10¢ per package | BEFORE THAT MAN'S HERE 


Another “Red Diamond Quality Product 
Distributed by | 


MASBACK HARDWARE COMPANY 


INCORPORATED 
326-330 Hudson St. New York City 




















Clean Up | 


with 


ROPER 


WATER SYSTEMS 





All you have to do to determine 
whether Roper Water Systems will 
sell is to check the following points 

. then make your own compari- 
sons for efficiency, value and ap- 


pearance. 
Take the system illustrated here 

for instance . . . it’s the Roper 

double-acting, single cylinder piston 

system with direct drive, sani-tank 

of porcelain enamel, uni-valve plate } 


built-in motor and pressure switch. 
These with many other features... 
several of them exclusive features 
. will prove Roper superiority 
to you, leaving no question of doubt 
in your mind. 
Write for literature on Roper Shal- 
low and Deep Well Systems. 











GEO. D. ROPER CORP., ROCKFORD, ILL. 
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Chain! 


It doesn’t seem possible, but here we are again 
in the midst of the greatest buying season of 
the year. All America will heed the call to join 
good Old Kris Kringle on this festive, gift-giving 
occasion. 


Throughout the land, Mr. and Mrs. America will 
clamor to buy Electrical Gifts — sunlamps. 
irons, waffle irons, sandwich grills, toasters, 
mixers, roasters, coffee makers, percolators, urn 
sets and countless other time and labor-saving 
electrical servants. General Electric Appliances 
will be most in demand, for continuous National 
Advertising and years of satisfactory perform- 
ance have made them the “buy-word” of 
every housewife. 


Be sure that you handle and promote this com- 
plete line of accepted, quality appliances so 
that you will derive your full share of this holi- 
day business. See your General Electric Heating 
Device Distributor and place your complete 
order for electrical appliances with him Now! 


GENERAL @ ELECTRIC 
HEATING DEVICES 


Appliance and Merchandise Dept., General Electric Co., Bridgeport, Conn. 
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EAGLE MANUFACTURING CO. 
Wellsburg, West Virginia 








people should be encouraged as 
against absentee owners. I realize 
that there are many lines of busi- 
ness that by reason of the large 
amount of capital involved, and for 
other reasons, local people are not 
always in a position to conduct 
them, but we do know that they can 
conduct all of the retail business 
that is necessary and all of the local 
banking business that is necessary. 
It is my opinion that the American 
people are ready to encourage local 
business—locally owned and owner- 
operated—as against absentee own- 
ership or control. I am, therefore, 
ready to work shoulder to shoulder 
with the people who believe that the 
kind of business that has built this 
country should be preserved and 
protected by making it unlawful for 
any corporation to directly or in- 
directly engage in or be interested 
in retail distribution in more than 
one State. If such a law were en- 
acted, it will then be left up to the 
Legislature in each State to deter- 
mine whether or not chain stores 
should be permitted in that State. 

[ have already prepared a bill, 
which I am considering introducing 
at the next session of Congress, 
which will provide the following: 


1. To supplement existing laws 
against unlawful restraints and 
monopolies, approved Oct. 15, 1914, 
known as the Clayton Act. 

2. To insert a new provision in 
this law between Sections 3 and 4, 
language that will include the fol- 
lowing: 

(a) Making it unlawful for any 
corporation to own retail outlets in 
any other Stete except the State in 
which it is incorporated. 

(b) The word “retailing” means 
the sale and distribution at retail of 
any articles or materials. 

(c) That such corporation shall 
not in any way or manner, directly 
or indirectly, be interested in retail 
distribution outlets in any other 
State or have any direct or indirect 
control of retail distribution outlets 
in any other State or control of stock 
or other capital, evidences of debt 
or physical properties or equipment 
or other assets through control, lease 
or agency arrangements, through 
interlocking directorates or officers 
or through any other means or cir- 
cumstances, 


Mail Order Houses 


This bill, as now proposed, will 
affect mail-order houses on that part 
of their business conducted through 
retail outlets in more than one State. 
The Government is losing tens of 





millions of dollars a year being the 
delivery boy and advertising agent 
for mail order houses. This subsidy 
should be stopped, and this dis- 
crimination against local business. 
removed. 

It is my belief that the bill, if 
enacted, will be sufficient to restrict 
retailing by a corporation to one 
State, and that such a concern wil 
not be permitted or privileged to be 
connected with, in any way whatso- 
ever, retailing in any other State. 
It will not permit breaking up into. 
State units under one common man- 
agement or holding company as. 
heretofore done by a certain large 
oil company. 

This bill will bring the issue 
clearly before the people. It will 
recognize State rights, and there is 
no doubt abcut its constitutionality. 
The Constitution plainly authorizes 
Congress to handie this situation 
either under the power to regulate 
commerce among the States or un- 
der the taxing power. which could 
be used. 


Support Essential 


This bill should receive the sup- 
port of the following groups: 


1. All independent retailers, in- 
cluding smal] chains operating with- 
in one State. 

2. All independent wholesalers, 
whose future depends upon the ex- 
istence of independent merchants 
and the independent merchants’ fu- 
ture security depends upon inde- 
pendent wholesalers to serve them. 

3. The manufacturers who will be 
benefited by such a law. 

4. All public-spirited citizens who 
have given this question study and 
consideration, who have foresight 
and vision and must recognize the 
great importance of its solution at 
the earliest practicable date. 

5. Mothers and fathers who have 
children who desire the broad road 
of opportunity in the business world 
to remain open for them when they 
reach the time in life that they are 
qualified for a business career. 

6. All independent bankers, be- 
cause monopoly is gradually rear- 
ing its head in the banking business, 
and these bankers are rapidly be- 
coming convinced that their problem 
is in common with the problem of 
the independent retail merchant. 

7. Farmers, because they are each 
year facing a sad experience with a 
few buyers who dictate their prices 
and are forcing them upon a starva- 
tion or poverty basis; farmers real- 
ize that they cannot get a square 
deal if there are only a few buyers. 
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for. a product; that it is only in a 
competitive market that they will re- 
ceive a fair price. 

8. Wage-earners, because mono- 
poly invariably crushes labor and 
destroys the buying power and low- 
ers the living standard of the wage- 
earner. 

9. The consumers, because they 
realize that officials of large national 
corporate chains are selfish and 
greedy, just like many other people 
are selfish and greedy, and will, 
when they obtain control of any 
market, compel the consumers to 
pay, and pay dearly; an unjust and 
extortionate price will be exacted. 
Experiences in the past are too con- 
vincing for consumers to have any 
other opinion. Further, the con- 
sumers realize that they are also 
producers and wage-earners, and 
that every class and group in Amer- 
ica must receive a fair price and 
just wage or other classes and 
groups cannot prosper. We are all 
dependent upon one another. We 
must adopt a policy of “live and 
let live.” No one recognizes that 
great principle more than the in- 
formed consumer. 


With the support of these differ- 
ent classes and groups, it will be 
an easy matter to elect representa- 
tives and senators to Congress, and 
representatives and senators to state 
legislatures, and governors, who are 
willing to carry out this policy. 

The people in any local commu- 
nity can commence this fight imme- 
diately by making sure that any one 
who offers himself for a public 
office, and whose duties will in any 
way cover this particular policy, be- 
lieves in this great principle and 
will work unceasingly in that direc- 
tion. 

Under existing law, a banking 
corporation cannot have branches in 
another state. It is restricted to the 
boundaries of one state. That is 
what we propose to do in this bill, 
to restrict retail distribution by cor- 
porations to the boundaries of one 
state. 

May I again impress upon you 
the necessity to be on the alert dur- 
ing the next few months. No legis- 
lature or congress desires to do any 
group or business an injustice by 
the passage of a law. Oftentimes a 
burdensome law may be killed by 
submitting to members of the legis- 
lative body true facts. I believe you 
will find members of Congress not 
only willing but anxious to hear your 
side of the story on any question 
affecting your interests that comes 
before them for consideration. The 
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committees in Congress are very 
lenient and patient toward those 
who desire to express their views. 
This vehicle should be used to the 
fullest extent by groups such as your 
own. I express the hope and make 
the prediction that the Robinson- 
Patman Law will continue to be 
more acceptable to business and the 
country generally, that independent 
merchants will continue to have the 
support of the American people by 
having public sentiment in their 
favor. 

The people of America are 
aroused as they have never been 
aroused before. They realize the 
need for the continuance of the kind 
of business and profit system that 
has built our country in time of 
peace and helped to save it in time 
of war. Let us hope that our laws 
will be directed against the uneth- 
ical, the chiselers, the cheaters and 
the racketeers, to prevent monopoly 
and harness greed; that there will 
always be a sufficient premium and 
reward upon the efforts of the effi- 
cient, clever, hardworking business 
man, and that all our laws will be 
directed to the end that the great 
principle of equal rights to all and 
special privileges to none may be 
preserved, and that the broad road 
to opportunity will remain open for 
the deserving young men and young 
women of the future. 





Where Tall Corn Grows 
Oi ht | 





Tall corn grows in Lawrence County, 
Ohio. Pictured on display in front of 
the Goldcamp Hardware Co. in Iron- 
ton is a stalk, 17 feet and 1 inch high. 
Henry B. Goldcamp, seen standing next 
to the pole, offered a prize for the tall- 
est corn. On top of the 10-foot step 
ladder is William Dean on whose farm 
the tall corn grows. 











IN A CLASS 
BY ITSELF... 


Bird Armored with BAKE- 
LITE* gives you something 
to sell that you cannot find in 
any other floor covering. Ar- 
mored with BAKELITE* is a 
potent sales builder where 
ordinarily price has been a 
predominating factor. With 
Bird Armored with BAKE- 
LITE* sales go steadily up 
at full mark-up, because it is 


TRIPLE TESTED AND 
PROVED SUPERIOR 
I1—The Soap Test 
2—The Scuffing Test 
AND NOW 


The Wear Test 


Ordinary Floor Covering 


Armored with BAKELITE* 


Ten hours of constant pound- 
ing proves Armored with 
BAKELITE* can resist long, 
hard wear in one location. 
This assures protection at 
the points of hardest usage— 
such as in front of the sink. 
* Trademark of the Bakelite Corp. 


BIRD 
FLOOR COVERING 
SALES CORP. 


EAST WALPOLE, MASS. 
NEW YORK CHICAGO 
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MOTO-TOOL 


THERE’S A BIG MARKET FOR THIS 
FAST SELLING HOMECRAFT UNIT 


The safe, attractive Moto-Tool is just what 
thousands of homecraft and shop men want 
and appreciate. Many live right in your 
community. Demonstrate to them that the 
Moto-Tool takes 10 seconds to do 10 minutes 
hand work. It grinds, drills, routs, carves, 
polishes, etc., on all materials. Uses all 
accessories. Plugs in 
any AC or DC socket. 
Thousands now in use. 
Two models: No. 1—a 
6 oz., amazingly power- 
ful tool, about 25,000 
r.p.m. Retails at $9.85. 
No. 2—a stronger 13 oz. 
unit, about 27,000 r.p.m. 
with many refinements. 
Retails at $16.50. Write 
today for complete de- 
tails and dealer dis- 
counts on these profit- 
able machines that win 
satisfied customers. 
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UTILITY 
CRAFTSMAN'S 
TOOLS 


Stimulating extra 
accessory sales 
—20 pe. tool set 
retails $5.75. 
Universal 
Stand, retails £ 
$4.50. Shaping # 
Table, for 














Top stand, retails 
Universal stand $2.50 — both 
Below exclusive 
Shaping Table Moto - Tool 


M 
items. 
NATIONALLY ADVERTISED 
store display 
The Moto-Tool is ad- 
vertised regularly ind 
all leading mechanical, 
homecraft and shop 
magazines. Compact, 
attractive, practical, 
counter display set. 


DREMEL MFG. CO. 


5923 CT Racine, Wisconsin 


MODEL 2 
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A Sales Manager on a South Sea Island 


(Continued from page 108) 


of commendation. The comment 
of the old manager however, was: 
“This is a hell of a job you have 
done. You have ruined all these 
natives for anybody else to han- 
dle. I wish you had never come 
here.” So they fought all night, 
and the next day Muspratt took 
the steamer back to the settlement. 

Muspratt had no idea that he 
had been setting an example of 
the ideal sales manager. For the 
benefit of those who read quickly 
and have not time to think out 
the moral of the story, allow me 
to make it easy by giving several 
points that occurred to me the 
night I read this book, where Mus- 
pratt unconsciously developed a 
high technique in sales managing. 
Here is my analysis: 

1—Calls on the native chiefs 
and talks over the situation with 
them. Secures their advice. There 
is no way to make a better impres- 
sion than for a new manager to 
ask for the advice of his sub- 
ordinates. Muspratt’s attitude was 
this—This is all new to me and 
you know a great deal more about 
running this plantation than I do. 
Give me your suggestions. 

2—-The former manager and in 
fact all the white managers on the 
plantations on the islands ate by 
themselves or with other white 
men. When Muspratt gave the 
natives a dinner and sat at the 
table and ate with them, it pleased 
their vanity. They were a proud 
race. They resented the white 
man’s airs of superiority. They 
didn’t like to be high-hatted. Mus- 
pratt’s dinners not only were satis- 
fying physically but his presence 
gave the natives “face.” They 
thought more of themselves and 
they also thought more of Mus- 
pratt. 

3—When he doubled their food 
allowance they not only thought 
he was human and generous, but 
being well fed they were stronger, 
did more work and there were 
less complaints. People seldom 
complain on a full stomach. 

1—-When they saw him pick 
up a 200-pound bag and lightly 
walk away with it, they not only 
realized his strength but they also 


appreciated the fact that he was 
willing to work himself. It was not 
just a case of telling them what 
to do, but of actually working with 
them. 

5—The ideal of these natives 
was physical strength and ability 
in sports. Feats of skill and physi- 
cal prowess in sports and games 
appealed to them more than any- 
thing else. War with them, as a 
matter of fact, was largely an en- 
tertaining game, in which the best 
man won. When they saw Mus- 
pratt could swim and wrestle bet- 
ter than any of them, he rose to a 
high point in their estimation. 

6—Barter between the natives 
and the old white manager had 
been a matter of each one attempt- 
ing to overreach the other. When 
Muspratt established the one price 
system of fair dealing, they real- 
ized this was a new and better 
kind of trading. It increased their 
confidence in him. 

In my judgment every one of 
the points outlined in this story 
and this analysis has a bearing 
on any business, whether it be 
raising cocoanuts in the South Sea 
Islands or selling furs in New 
York City. Muspratt’s system re- 
sulted in happier, more contented 
employees, and more and _ better 
work from these employees. Be- 
sides that, employment on _ his 
plantation was so much in demand 
that he had the pick of the very 
best type of natives. 

However, as I have mentioned 
above, not only was the old mana- 
ger whose place Muspratt took 
for six months, very much opposed 
to these innovations but when Mus- 
pratt reached the settlement be- 
fore taking his ship back to Aus- 
tralia he was frankly informed at 
the club of the white managers 
there that while they liked him 
personally, they were very glad 
of his departure because the sort 
of managing he did did not suit 
them at all. They much preferred 
the porch-sitting, afternoon imbib- 
ing, pipe-smoking, — story-telling 
life, with the idea always to the 
front that the white man was the 
lord of creation. 
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Horton district sales representatives present at the first showing of the 1938 
line of Kleen-Zoning washers and Beauty-Aid ironers held recently in the 
Horton plant, Fort Wayne, Ind. 


Horton's Representatives View 
1938 Washer and Ironer Models 


HE complete new line of 1938 
washers and ironers of the 
Horton Mfg.-Co., Fort Wayne, Ind., 
was shown to the company’s district 
sales representatives at a recent 
gathering in Fort Wayne. In pre- 
senting the nine new washer models 
and five new ironers, Joseph C. 
Lewis, Horton general manager, 
pointed out the advances and re- 
finements incorporated in the line. 
The Horton Kleen-Zoning prin- 
ciple of washer construction remains 
the basic structural feature of the 
washer line. Leading the washer 
models is the DeLuxe No. 381 with 
an octagonal cabinet enclosing a 
full-size porcelain enamel tub. In- 
cluded in the line are two gasoline 
powered washers. 
Outstanding new feature of the 
new Horton Beauty-Aid ironers is 





Joseph C. Lewis, 


Horton general 
manager, giving a demonstration of 


the Kleen-Zoning principle to a 
group of district sales representa- 
tives. 
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the strong one-piece steel stand, with 
welded corners to provide perma- 
nently rigid support of the ironer. 
Modern styling characterizes the en- 
tire ironer line. Model No. 138 is 
fully enclosed in a metal cabinet 
which swings on a counter-balanced 
hinge downward and backward so 
that heat is not reflected in the oper- 
ator’s face. The top forms a table 
of acid-resisting porcelain enamel. 

Other outstanding features of the 
ironer line are: ironer shoe, designed 
for low current consumption; auto- 
matic heat control and other con- 
venient features are embodied in the 
various models. Included in the line 
are four ironers mounted on sepa- 
rate stands and one attachment 
model for use in the wringer post 
of any Horton electric washer. 

Following the presentations of the 
line, the sessions closed with a trip 
through the factory. 


Electric Shock in Store 


WOMAN customer, while 

shopping in a store, was pain- 

fully and seriously injured by 
an electric shock under rather un- 
usual circumstances. 

The merchant had an electric dis- 
play sign in his window and sup- 
plied current to the sign by means 
of wires from a ceiling light. The 
customer reached out her hand to 
pick up an item of merchandise, 
and her arm came in contact with 
the wires leading to the sign. It was 
contended that the wires were not 
properly insulated, and the jury ap- 
parently believed this, for it award- 
ed the customer a verdict of $12,500 
for her injuries from the shock. 











FAIRBANKS 


a 


INSTANT ACCURACY 


ON FAIRBANKS SCALES 
WITH PRECISION INDICATOR 


FAIRBA 






‘Fime saved soon pays for 
Fairbanks platform 
scales with precision in- 
dicator. 


No guessing at 
Beam Balance... 
you know in- 
stantly whether 
weight is over or 
under. Accuracy 
increased 

every fraction 
caught. Bulletin 
ASME 202—11 
tells how to stop 
losses ... save 
time. Write 
Fairbanks, 
Morse & Co., 906 
S. Wabash Ave., 
Chicago, Ill. 


7217-SA202.53 
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Show WESTFIELD 
BICYCLESand they 


will show you bell- 
ringing PROFITS! 


Give preferred display to 
Columbias and other West- 
field-made bicycles, and your 
cash register bell will ring 
oftener, with greater profit. 


There are Westfield - made 
models at all prices for all 
customers, plus many extra 
features that help clinch sales 
at Christmas. 


Now's the time to complete 
your Christmas plans. For 
new ideas and promotion 
helps call in a Westfield rep- 


resentative or write 


THE WESTFIELD MFG. CO. 
Westfield, Mass. 











' Distributors of Asphalt Shingles 


and Roll Roofing Protest Carload 
Prices on Truckload Shipments 


HAT is the future for the 

wholesaler of these products? 
In the opinion of your committee, 
the present chaotic price situation 
and constantly decreasing profit 
margins are very unsatisfactory and 
there is no assurance that they will 
be better in the future. This is a 
question we should place squarely 
before the manufacturers, it is their 
problem, not ours. 

Many manufacturers have pre- 
vented the present plan from work- 
ing by placing ordinary dealers on 
the jobbers’ list and giving them the 
jobbers’ discount on practically all 
the goods they buy. The increasing 
trend of manufacturers making 
truckload shipments by their own 
trucks from their warehouses has a 
tendency to weaken the position of 
the wholesale distributor. We ad- 
vocate the elimination of truckload 
quantities at carload prices. 

Manufacturers should not show a 
carload price classification unless 
they intend to use it strictly on in- 
dividual shipments of 40,000 lb. or 
more. 


Price Differentials 


That price differentials be made 
on very small lots. 


Less than 1000 lb. shipments to take 
the highest price. 

1001 Ib. to 2999 lb. at a somewhat 
less price than the 1000 lb. shipment. 

3000 Ib. to 3999 Ib. ,to take a lower 
price than the above price. 

Straight carload lots of 40,000 lb. to 
take the lowest price. 


Reduce the spread between the 
actual 40,000 lb. carload price and 
the jobbers’ price. The present 10 
per cent spread is too great as it 
results in a certain type of jobber 
dividing this 10 per cent with the 
dealer. 

The spread on straight carload 
direct business for the jobber to be 
6 per cent. 

Manufacturers should not ship to 
anyone either from their factory or 
from their warehouse in quantities 
of less than 10 tons. 


Report by Joseph Stelwagon, presi- 
dent, Stelwagon Mfg. Co., Philadelphia, 
Pa., as chairman, Prepared Roofing 
Committee, The National Association 
of Sheet Metal Distributors, presented 
Oct. 19, 1937, at Chicago, Il. 


Conditions vary in different parts 
of the country due to distances from 
plants, density of population, etc. 
Price setups should be made for a 
zone or a territory rather than for 
the entire country. In other words, 
conditions in the metropolitan New 
York market might be entirely dif- 
ferent than in the state of Michi- 
gan. One price setup would prob- 
ably not answer both situations. 

The jobber who does a distribut- 
ing business from the standpoint of 
warehouse, selling, handling credits, 
delivery, etc., is entitled to a fair 
remuneration for his service. This 
should run from 15 to 20 per cent 
on shipments from his stock, de- 
pending on the size of the shipment. 
Manufacturers should not by their 
actions jeopardize the legitimate 
jobber’s possibility of making a net 
profit. 

Manufacturers should not circu- 
late their factory carload prices to 
any trade that is not actually buy- 
ing in carloads. Circulation to all 
classes of trade of the manufactur- 
ers’ carload price has a tendency to 
make it difficult for the jobber to 
sell at the proper l.c.l. price. Manu- 
facturers’ carload price should be 
given only to those customers ac- 
tually buying in carloads and should 
not be broadcast as is now the case. 


Estimating Tonnage 


To properly impress the manu- 
facturers with the importance of the 
distribution of the jobbers affiliated 
with your association, each jobber 
should state, without identification, 
the number of cars he handles per 
year. The tonnage of those jobbers 
not present should be estimated by 
those who are in best position to 
estimate their tonnage, and the total 
tonnage of all affiliated jobbers 
should be embodied in a statement 
to the manufacturers that your com- 
mittee’s proposal represents the 
viewpoint of the distributors han- 
dling a total of carloads of 
roofing per year. 

Believe it will be found that this 
total will be very imposing and will 
carry considerable weight with the 
manufacturers. This is very impor- 
tant. 
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All That is Best in Stainless Steel 


Carlton Ware gives the housewife every good 
quality she can ask for in kitchen utensils. Its 
tough, hard, non-porous surface resists time and 


wear and its ease in cleaning thoro 


ughly delights 


her. The trend is to stainless steel. You can 
meet it most profitably with Carlton Ware. Ask 


your jobber. 


The Carrollton Metal Products Co. 


Carrollton, Ohio 


CARLTON : 


STAINLESS STEEL 





HROMIUM 
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Chicago Locks 
are easy to sell 
—definite, con- 
vineing selling 
points clinch 
the sale. Double action lock- 
ing principle positively grips 
BOTH sides of shackle. Re- 

volving Cam which also throws bolt 
in other side of shackle using our 
patented double locking plug. 


Stock the Chicago line. 





2024 N RACINE AVE. 
NOVEMBER 4, 1937 


















CHICAGO 



















ALLIGATOR 


TRADE MARK REC. US. PAT. OFFICE 


STEEL BELT LACING 









Made also in ‘Monel Metal” and non- 
magnetic alloy for special service, and in 
long lengths for wider belts. 

Sold only through johber-dealer trade channels. 


Sole Manufacturers 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 

In England at 135 Finsbury Pavement, 
London, E. C. 2 











THEY ARE SETTING A NEW 
PACE INSMALL ARMS 
SELLING/ 


ANNOUNCING 


New EASY-TO-PUMP 


BENJAMIN 


Air Rifles and Pistols 


Combinirig all the World Famous Benjamin 
features of Adjustable and Accurate Shooting 
with Compressed Air. Amazing Maximum 
Velocity — Range — Penetration 
—Long Life which the trade 
has recognized for over thirt 
years WE ANNOUNCE AN- 
OTHER ASTOUNDING IM- 
PROVEMENT that will 
greatly increase your turnover 
of this substantial and profitable 
line as even ladies and youngs- 
ters will now be able to use 
the NEW EASY-TO-PUMP 
BENJAMIN AIR RIFLES 
and AIR PISTOLS. THERE 
IS NOTHING ON THE MARKET TO 
MATCH THEM IN PERFORMANCE 
AND PRICE. 

RIFLED BARRELS—Benjamin Air Rifles and 
Air Pistols both are now furnished with rifled 
barrels for shooting cal. 177 or cal. 22 Pellets 
and Darts with maximum accuracy and including the new EASY-TO- 
PUMP improvement at $7.50 retail. No increase in price for these addi- 
tional advantages. 

GUARANTEE. Benjamin Air Rifles and Air Pistols are UNCONDI- 
TIONALLY GUARANTEED against malfunction due to defective ma- 
terials or workmanship therefore do not hesitate to DEMONSTRATE 
them and prove to your customers that they are PRACTICAL AND 
ECONOMICAL for TARGET AND SMALL GAME, 

FREE to DEALERS—WRITE. Send for catalog of latest models BENJAMIN 
Air Rifles and Air Pistols and also give us your Jobbers’ Names and ask 
for a FREE SUPPLY of Folders and TARGETS. 


BENJAMIN AIR RIFLE CO. 
1517 South 8th Street St. Louis, Mo. 
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MADE WITH 
PERFECTED 
LOCK-TWIST 


U.S. HEXLOK is recog- 
nized universally as the 
finest of all hexagon mesh 
poultry nettings. More 
uniform, more symmetrical 
in weave... . Stronger, 
more rigid in construction 
occ c MONS Cub Bab. .s 
Stretches perfectly... . § 
Retains its original shape 
longer... . Gives great- 
er all ‘round satisfaction. § 


U. S. HEXLOK Poultry § 
Netting is readily avail- 
able in one and twoinch g 
mesh, Galvanized Before 
or After Weaving; stand- § 
ard widths from 12 to 72 
inches. All Copper-Bear- 

ing Steel Wire. { 


Ask your jobber or write 
for further information! 


fi MADE WITH 
PERFECTED 

LOCK-TWIST 

U. S. STRAITLOK - the 


original straight-line 
oultry netting - is woven 
ike farm fence... . Lies 
flat when unrolled... . 
Cuts easily and without 
waste... Stretches per- 
fectly without top-rail or 
baseboard . . . Costs less 
to erect... . Gives long, 
satisfactory service. 












Made of Copper-Bearin 

teel Wire in one ont 
two-inch mesh, Galvan- 
ized Before or After 
Weaving; standard widths, 
12 to 72 inches. 


Sold only through the 
regular wholesale and re- 
tail trade. 


Ask your jobber or write 
for further information! 


INDIANA STEEL & WIRE CO. 
MUNCIE, INDIANA 
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Roofing Distributors Would 
Retain Functional Allowance 
for Qualified Distributors 


HE distribution of galvanized 

and black sheets demands con- 
sideration of the viewpoints of the 
sheet metal jobber and the general 
steel warehouse. 

In order to obtain these various 
opinions, meetings were held in sev- 
eral large centers diring September 
with the discussion confined ex- 
clusively to flat galvanized sheets. 

The discussion centered on the 
proposal of the mills to eliminate 
the $2 jobbers’ allowance and to in- 
crease the quantity and item extras. 
It was generally agreed that the 
quantity and item extras as set out 
below are satisfactory and were 
recommended for adoption. 


QUANTITY EXTRAS 


Under 7000 Ibs. 35c 
7000 lbs. to Carload 25¢ 


ITEM EXTRAS 


Up to 10 Bdls. (1500 lbs.) 90c 
10 Bdls. (1500 Ibs.) to 25 
Bdls. (3750 Ibs.) 40c 
Over 25 Bdls. (3750 lbs.) No Extra 
It is recognized that quantity 


extras must be acceptable to the 
manufacturing trade as well as to 
distributors, if they are to stand the 
test of commercial practice. 

One of the objections to excessive 
extras on small quantities is that 
they may induce smaller distributors 
to over-buy and over-stock in order 
to avoid these extras. When pressed 
for cash such distributors fre- 
quently _ sacrifice with 
little or no margins. 

On the proposal to eliminate the 
$2 allowance which has been given 
to distributors on sheets purchased 
for stock, there has been some wil- 
lingness to trade this functional 
concession for a stronger mill quan- 
tity extra structure. 

The arguments advanced are: 


inventories 


(a) Increase the responsibility of 
flat galvanized sheet distributors. 

(b) Contribute to the stability of the 
distributors’ galvanized sheet markets. 

(c) Force distributors to work out 
their own problems instead of depend- 
ing upon the mills for assistance. 





Report by A. J. Becker, Ohio Valley 
Hardware & Roofing Co., Evansville, 
Ind., as chairman, Galvanized and 
Black Sheet and Corrugated Roofing 
Committee of The National Association 
of Sheet Metal Distributors, presented 
Oct. 19, 1937, at Chicago, Ill. 


(d) Require distributors to base 
their margins entirely upon the costs 
of their flat galvanized sheets. 

(e) Lessen direct mill competition 
on warehouse size orders. 

(f) Lessen competition from dealers 
that have been unwilling to make suffi- 
cient investments in their stocks. 

The association has received a 
resolution from the Metal Club of 
Philadelphia strongly opposing the 
elimination of the functional allow- 
ance, outlining the functions and ser- 
vices of the distributor, recognition in 
Supreme Court Decisions and by 
the Federal Commission under the 
Robinson-Patman Act and request- 
ing us to ask the continuance of 
this functional allowance, both on 
flat sheets and formed roofing. 


Among the distributors in Metro- 
politan New York there is a sharp 
line of demarcation between the 
bigger operators and the smaller 
ones; the latter, of course, being in 
a majority. The small distributor 
does not feel that the loss of the $2 
allowance can be treated as a mill 
price advance and offset by an in- 
crease in current warehouse quota- 
tions in that market. The small dis- 
tributor is extremely reluctant to 
concede any advantages to the 
larger operator and opposes the in- 
auguration of any deduction or dis- 
count predicated on orders larger 
than he himself can place with the 
mills. There is also the fear that 
the temptation to secure deductions 
may result in excessive stocks which 
eventually would be liquidated to 
the detriment of the market. 

The metropolitan New York mar- 
ket experiences little or no direct 
mill competition on the small or- 
ders. For many months the prices 
of flat galvanized sheets in this area 
have been unstable and frequently 
warehouse sales have been made at 
less than the current mill price plus 
prevailing quantity and item extras. 
Those who oppose an increase in 
extras, therefore, feel that an ad- 
vance in these charges will do little 
or nothing to improve their market 
conditions and will only impose 
handicaps in purchasing without 
bringing any relief or compensation. 

The consistency of the mills in 
giving a $2 a ton commission on a 
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Since 1856 


Leads 


tive prices. 





Nail Set Display 


MAYHEW 


the Way 


. . . towards bigger and better profit margins 
with new low prices that will enable every wide 
awake Dealer who handles Quality Tools, to 
sell Mayhew’s finest offerings at real competi- 


“Ask Your Jobber Salesman” 


MAYHEW STEEL PRODUCTS, Inc. 


Shelburne Falls, Mass. 
FOREIGN OFFICES: |5 Mallow St., 
No. 434-D Old St., London, E.C.1, England 
1332 William St., Montreal, Canada 


Quality Tools 








No. 360 Screw Driver Bit 





No. 435 Square Head Nail Set 


aS 


No. 315 Rose Countersink 











BY HORTON. 
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The New Personal Washer 









pIFT TRUCKS 


The Areade Universal Lift Truck . . . designed for handling 
refrigerators, water heaters, stoves and other such appli- 
ances with leg heights from 4% to 17 inches .. . makes 


moving a simple one-man job. Savings in time and man- 
power quickly pay its cost. 

Note the notched platform for moving three legged appli- 
ances such as water heaters. Five different stages of 
elevation. Easily operated and built to serve all pur- 
poses. Equipped with rubber tired wheels for quiet opera- 
tion and to protect polished floors. Ca- 
pacity, 1500 Ibs. Write for catalog 
folder No. 198. 


ARCADE MFG. CO. 


bleaching; for dry 1201 Shawnee St. 
cleaning (in non FREEPORT, 
inflammable fluid) here is the modern wonder of wash- e@ Order 
ing machine development. 





IR = midweek 
washings; for 
laundering fine 
fabrics; for dyeing 
and tinting; for 
sterilizing and 









ILLINOIS 





Every woman wants Kleenette the instant she sees what from 
amazing help it gives her. No more “dunking” filmy gar- Your 
ments in the basin—no more “wash bow] hands.” Jobber 





Right now, Mr. Dealer, get the whole story of the big sales 
possibilities in this new Horton development. Write or 
wire at once. 

HORTON MFG. CO., 1103 Osage St., FORT WAYNE, IND. 


HORTON WASHERS-IRONERS SINCE 1871 


Miational mova, Your Holiday 
HARDWARE ||| (jaime = STOCK 


ECOGNIZED everywhere as a 
product of quality. A complete 














A "SAFE BUY” for 








line to meet every building require- 






ment. Send for illustrated catalog and nneene 
join the ranks of National dealers. $4 and $5 


No. 304—Marble’s No. 49 Woodcraft Knife, with 4% inch blade and leather handle. 
Leather sheath, Waterproof Match Box and Coat Compass. Retails complete for b 
No. 305—Same as Outing Set No. 304, but has Marble’s Woodcraft Knife No. 50 


National Manufacturing Co. with real staghorn handle. Retails complete for $5. 
STERLING - ILLINOIS Excellent Holiday numbers and safe to stock, because each item is a vear'round seller, 


MARBLE ARMS & MFG. CO., cisistone, Mich USA. 
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HAWN JOJEFE: 


Tool o 










A whole shop full of tools in 
one. Grinds, polishes, routs, 
drills, cuts, carves, sands, 
saws, sharpens, engraves, 
Uses 200 accessories. 
Plugs in any socket AC 
orDC110V, 13,000 r.p.m. 


Get A Demonstration aA, .. 


at Hardware, Dept. Stores, 
Tool Dealers or order on 
10 Day Money- Back Trial. 
$10.78 and up postpaid, 3 





CRAFTSMAN 


Project Book 


Accessories Free. De Luxe ac eagure and Profit with a Han- 
dee. Essyworking plans formak- 


Model $18.80, with6 Ac- i 
. . ing man t 
cessories. Catalog Free. pode Pape nem en 


CHICAGO WHEEL & MFG. CO., Dept.EE Chicago 


One of the advertisements appearing 
regularly in 


45 LEADING PUBLICATIONS 


i3e¥- aE bd- MEET -Selo bb ele Mol tT-1(0}ss1-)4 IE Cole Zo] ti oh ¢ 
demonstrations. The Handee is a proven 
seller. Requires only 2 sq. ft. of counter 
space for Special Demonstrator Set. Small 
investment for stock-—rapid turnover 


SELLS ON SIGHT 


Every man who picks up a Handee from 
your counter wants it. He is thrilled 
with its perfect balance and smooth per- 
formance. Every Handee sale means a 
steady customer for you for the more 
than 200 available accessories 


Write Today for Special Deals 
Learn about our New Accessory 
Case a real Profit Maker 


CHICAGO WHEEL & MFG. CO. 


1 W.Monroe St., Dept. [99, Chicago, II! 


ARMSTRONG 


Now Fine Tool Quality in 
STAR Correct cutting 


shapes and finer steel 
DRILLS ... drop forged, 
ground, heat treated 
and tempered. Here 
are star drills that 
hold their sharp- 
ness and run 
























uniformly ex- 
cellent. 


Coming in 
8-inch, 12-inch, 
18- and 24-inch, 
by sixteenths to 
one inch by eighths 
in larger diameters— 
a complete line that 
needs no fill-ins with es- 
tablished prices, established 
margins and an established 
name. 


Write for Star Drill Circular 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Franciseo Ave., Chicago, U.S.A. 

New York San Francisco London 
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direct shipment of 20 tons and no 
consideration whatsoever on 100 tons 
purchased for warehouse stock 
should be seriously questioned. 
Many suggestions have been offered 
and your committee strongly urges 
that we recommend to the mills the 
retention of the functional allow- 
ance of $2 per ton on flat sheets and 
$4 per ton on formed roofing to the 





qualified distributors who actually 
perform the services as such. 

We also recommend the endorse- 
ment of the quantity and item ex- 
tras mentioned above. 

Your committee feels that the 
functional allowance is vital to the 
distributor and upon your recom- 
mendation we propose to continue 
our effort to obtain it. 





Truck Accident 


USINESS organizations having 
goods transported and deliv- 
ered by contract haulers will be re- 
assured by a recent Federal Court 
decision involving a truck accident. 
A manufacturer contracted for 
the hauling of his products with 
the owner of a fleet of trucks. The 
contract was at a specified rate per 
hundred weight per mile. The driv- 
ers of the trucks were employed and 
paid by the truck owner. 

One of the truck drivers had an 
accident in which a man was hurt. 
The injured person sued the manu- 
facturer on the ground that the 
negligent truck driver was at least 
indirectly the agent of the manufac- 


turer for the purpose of delivering 
the goods hauled. 

The court decided that the in- 
jured party could not recover from 
the manufacturer on this ground. 
Since the manufacturer had no con- 
trol or supervision over the truck 
driver, and since the truck owner 
who had the hauling contract was 
in a very definite sense an indepen- 
dent contractor, the manufacturer 
could not be held responsible for 
the negligent acts of the truck 
driver, even though the driver’s neg- 
ligence occurred in the course of 
delivering the manufacturer’s prod- 
ucts. 





McKinney Mfg. Makes Oilite Bearing Test 


In connection with its display at 
the recent convention of the National 
Association of Contract Builders’ 
Hardware Distributors in Chicago, 
Ill., the McKinney Mfg. Co., Pitts- 
burgh, Pa., conducted an Oilite 
Bearing metal test. The bearing, 
measured by a micrometer, had a 
thickness of .6330. Joseph Raymer 
of the Raymer Hardware Co., St. 
Paul, Minn., a vice-president of the 
association, at 9.45 p.m., Sept. 21, 
threw the switch which started the 


motor. At 3 p.m., Sept. 23, after 
41144 hours of running, the motor 
was shut off. The bearing was mea- 
sured again and found to have a 
thickness of .6325, the wear during 
that time having amounted to .0005 
of an inch. The pressure at the 
bearing point was 20 lbs. It was 
estimated that the motor turned over 
4,207,500 times in the 4114 hours 
and that the test would equal ten 
years of ordinary wear on a door. 





HARDWARE AGE 

















300 CANDLE POWER! | (7 4, 
Windproof! St f! Saf Candle! 
ae ToRNER tnwtont Lighting || TRAFFIC BUILDER 


GASOLINE LANTERNS 


No, 1511-1512 














13%” high Ideal for campers! Lights 
A. Sah through pilot hole in chim- 
12-15 Hrs. ney—instantly—no waiting, 


no trouble. Self-cleaning 
generator tip. Vitreous 
enamel shade has white 
reflecting surface. Comes 
in red and black or tan 
and brown. 


Fast Action 
Perfect Safety 
Unobstructed 


Light , Speedy Clean 
proce BROWN BETTY 2 CASSEROLE 


No posts or panels to cast 
shadows. Clear, heat-resist- 
ing glass chimney. Fast 
action light valve indepen- 
dent of main gas control 
valve. Finest, most satisfac- 









Here’s the latest addition to the Speedy-Clean family: A 
big two-quart, full family size Casserole! Dome-shaped, 
self-basting cover assures tender, flavorsome cooking. Rich 
Brown Betty color earthenware dish, like grandma used, 


tory gasoline lantern made. set in gleaming chrome, which her granddaughter prefers 

because it looks so clean and new and is so easy to wash! 

Other Turner Gasoline Lanterns for every need and every purse. Chrome never needs scouring. Write today for complete 
Famous among experienced campers everywhere. Backed by information. 

Turner's world-wide reputation for quality brass products. New York Office and Display Room « 225 Fifth Avenue 


AT YOUR JOBBERS — OR WRITE FOR FREE CATALOG. 


4S tee mee! 77° EVEREDY C- 


EAST STREET ec FREDERICK, MARYLAND 







































33 5 EA AON SORELLE OM OTE: ai eS | NO DIRT 
NO DUST 
Step Bolts That Save NO MUSS 
“ul . S4fl ~ ry 
Misfit’’” Time Losses iat ae 
Triplex uniform free-running threads mean economical crap aig ae ay FOR 1 YEAR 
assembly operations. Add that money saving quality to wicca INC. MOTOR 
strict steel specifications and modern electric heat-treat- This is the enperionce of Per yw) K ewes: oaengpmernameiags 
ment and, like thousands of other fussy users, you'll find dealers who say that the Speed-0-Lite 1 
DISER 
out why Triplex is a better source of supply. Oe FLOGh FINISHING MATE. H MAIL COUPON TODAY + 
RIALS ver, developed. fated <iiee 8 LINCOLN-SCHLUETER 1137 ; 
; J al sales eq 
Write today for catalog and samples. or cxend renal cn ne = aie ' FLOOR M ACHINERY CO.. INC. 4 
THE TRIPLEX SCREW CO. hn. ts dian, cone cma & hi gs cies ag 
i. os ae ae oO pom yo bl Please send full details of your a2 
5301 GRANT AVE. CLEVELAND gaff for years of public rental abuse. ; Day FREE Trial SPEED -0O-LITE 5 
Sands right up to the quarter-round, ' Offer. Also complete information on § 
i co i & X vacuums up all dirt and dust and leaves » your Merchandising Plan for Dealers. § 
a ballroom finish on every floer. Burn- 1 t 
out proof motor. Ball-bearing equipped. 1 a 
Light weight—weighs only 80 Ibs. In- ¥ re errrrrrrr rr rer errr ty ‘ 
— bo poet Poy ee 3 . 7 
eature e -0- ut our ss «POTEET EETT ETT 
COMPLETE LINE OF CAPVAND SET SCREWS, BOLTS AND NUTS ong ee gg ito—put our g ADDRES ‘ 
money starts rolling in the first week. : I isan bir 054 WES 8505 sind a 
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DENISTON 


**Lead Seal’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! ... 
Ask your jobber er write us for samples and dem- 
onstrator blocks 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 











(Aided PROFITS 


are possible with the handy household package of 
GARDINER Repair-All Solder. Retailing for 18 
cents this fast moving item meets chain store com- 
petition and gives you a full margin of profit as 
well. GARDINER Solder is better solder. . . does 
neater and cleaner work. Packed in attractive tins, 
and each counter display box contains 10 tins of 
— Repair-All Solder. Order from your 
0 


a 
p =e Cc rdin er 
a x & (METAL CO.M, 


4821 So. Campbell Ave., Chieago, II. 




















HINDLEY WIRE GOODS 


earn their way through higher 
profits, better quality 


a 


BRIGHT WIRE GOODS—WIRE FORMS 
COTTER PINS EYEBOLTS 


MFG. CO., 60 JOHN 
HINDLEY VALLEY FALLS, R. 








XN The Original 
mat “HORSESHOE MAGNET” 
= HAMMERS 


Bteel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hawthorne Street, Boston, Mass. 








Son’ LY 


to mention that 


you saw it in— 
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Installment Sales 


ETAIL sales of 49 billions in 
1929, amounted to 33 billions 
in 1935, and increased to 38 billions 
in 1936. Installment credit sales 
for these same years equalled the 
following proportions of total retail 
sales: 13, 11, and 12 per cent re- 
spectively. In other words, install- 
ment sales declined more propor- 
tionately from 1929 to 1935 than 
did total retail sales, increased more 
rapidly from 1935 to 1936, but in 
1936, still were lower proportion- 
ately than they were in 1929, al- 
though only by 1 point per cent. 
During these same years, national 
incomes, as estimated annually by 
the Bureau of Foreign and Domestic 
Commerce declined from 81 billions 
in 1929 to 55 billions in 1935 and 
rose to 64 billions in 1936. The 


proportions of installment sales at 
retail to national income for these 
same three years are as follows: 
8.0, 6.5, and 7.0 per cent. 

Another check upon this method 
of selling is to determine the rate 
of increase of installment sales as 
compared with open credit and cash 
sales. If the proportion of install- 
ment credit is not rising faster than 
retail sales, there should not be 
much reason for alarm on this one 
point. For a small sample of credit 
granting stores, 1935 dollar sales in- 
creased 8 per cent over the 1934 
figure. Cash sales, however, in- 
creased 3 per cent, open credit sales 
9, while installment sales increased 
19 per cent over the same period. 
—Wilford L. White, Chief, Market- 
ing Research Division, Bureau o/ 
Foreign and Domestic Commerce. 





Stanley's Christmas Window Offers 
Tools In Holiday Wrappings 


For the use of Stanley dealers, 
The Stanley Rule & Level Plant, 
New Britain, Conn., has created an 
attractive holiday season window 
suggesting Stanley tools as a proper 
and useful Christmas gift. To 
heighten the effect the tools and tool 
sets are packed in colorful packages 

green window boxes, wrapped in 
white Cellophane and set off with a 
red Cellophane bow and gift tag. 
The wrapping may be _ removed 
after Christmas and the boxes put 
into regular stock. 

Dennison decorative materials 


were used in the planning of the 
special window display. They are 
available from local distributors of 
display materials and consist of No. 
500M white deep-tone for the floor; 
for the back, No. 62M brick design 
craft, Frostex icicles, No. 528M blue 
deep-tone, No. 92 Santa cut-out; for 
sides, No. 100 white crepe; side 
strips, No. 152 red crepe, and for 
the pedestals, No. 552M red _ ton- 
craft with coro caps and Frostex 
icicles. Other materials are a Christ- 
mas tree, poinsettias and two hand- 
lettered signs. 


\, [Se 4 2 2 


RY MAN LIKES GOOD TOOLS «& 
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or added 









Weather-proof Original 
bird-proof ‘‘watershed” 
“Glide” Hang- track with tel- 
er and Track. escopic joint. 


More and more builders specify 
Frantz hardware simply because 
it has some element of greater 
adaptability, greater strength 
beauty—at no added 
cost. And this added ‘‘some- 
thing’’ runs through the whole 
complete Frantz line. Why not 
send for latest information and 
samples—NOW. 


tn | 









No. 708 Extra 
Heavy Tee Hinge 


No. 938 High 
Grade Wrought 
Steel Hinge. 










SET NES ST 
BARN DOOR HARDWARE GARAGE HARDWARE Complete Hardware in Sets Miscellaneous items 
—Door Hangers ‘*Over-the-Top” Equipment —for cupboard doors, cabi- §Hasps, hooks, staples, 
—Tracks —Around-the-Corner Sets : 
ities Cane See -Sliding Folding Sets nets, cellar windows, screen springs, hinges, braces, 
i —Swinging Sets doors, screen sash, etc. door stops, etc. 


. Hinges, Hasps, etc. 
FRANTZ MANUFACTURING CoO., 


(uaranteed BUILDERS HARDWARE STERLING, ILLINOIS, U.S. A. 





ONLY A 
BRUSH THAT 
IS TRADE MARKED 


RUBBERSET bes 


(trae mark) 


IS A GENUINE 
RUBBERSET 
BRUSH 











THIS man and many like him will buy 





CAULK-O-SEAL 


Plastic, non-staining; 


To hundreds of workmen it is a 20-year-old stand-by. 
heat, cold and water-proof. Retains elasticity. These men also pick the 
CALBAR Pressure Guns, either ratchet or smooth-rod style, for their efficien-y, 


simplicity and ruggedness. 
Your jobber can supply you. 
Send for the enlightening 
facts and figures. 


CALBAR PAINT & VARNISH CO. 


Manufacturers of Technical Products 


2612-26 N. MARTHA ST., PHILA., PA. 





























Build a Better Business with 


a New PITTCO Store Front 


Pps FITTS BURGH, ify 


~ PLATE GLASS COMPANY 


GRANT BLDG. PITTSBURGH, PA. 
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IN THE COMMANDING 


. ay 


Proved for Impulse Merchandising 
Power, Justrite Push-Clips on SS 
counter will bring you EXTRA sales. 


Practically every customer will buy 
them. Every buyer will REPEAT! 
Justrite Push-Clips are easy to install 
++ no tools required. Hold lamp, radio or 
telephone cords firmly; easy to remove. 
Do not mar walls or woodwork. 
No. 17 Push-Clip Display (% gross 
cards): 9 cards Ivory, 3 cards White, 9 
Cards Old Gold, 6 cards Dark Red, 6 
cards Dark Green, 3 cards Green. 


JUSTRITE MANUFACTURING CO., 2073 Southport Ave., Chicago, il. 








“The Clascified Section 
of Hardware Cige % the 
Opportunity Exchange 
of the Hardware “rade 


See Pages 132-133 


























A MILLION HOUSEWIVES 
CAN'T BE WRONG 


In fact more than a mil- 
lion housewives are now 
using the 


EDLUND JUNIOR CAN OPENER 


and wouldn’t part with it for many times its cost. 
Opens all sizes and types of cans with ease. Strong 
and durable, it is one of America’s most popular 
kitchen utensils. 
HIGH IN QUALITY—LOW IN PRICE— 
LIBERAL PROFIT 


Ask your jobber or write direct 


EDLUND CO. BURLINGTON, VT. 
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“WHO MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Charleroi, Pa.: Who makes the 
Sentrolas circulating heater? Grant- 
Bliss Hardware. 

ANSWER: Union Mfg. Co., Inc., 
Boyertown, Pa. 


+ aa * 
Albany, N. Y.: Who makes the 


Eureka gas range? Albany Sales 
Agency, Inc. 


ANSWER: Eureka Products 
Corp., O’Fallon, II. 


* * * 
Ilion, N. Y.: Who makes the Seng 


steel panel rails for wood beds? 
D. W. Bard. 


ANSWER: Seng Co., 1450 N. 
Dayton St., Chicago, II]. 


* + 


Who makes the 
Coch- 


Carlisle, Pa.: 
Woolrich hunting clothing? 
ran & Allen. 


ANSWER: Woolrich Woolen 
Mills, Woolrich, Pa. 


* * 


Hamilton, Ontario: Please fur- 
nish address of the McKinnon 
Leather Products Corp., manufac- 
turers of footballs. Reeves Hard- 
ware Co. 


ANSWER: 250 Amherst St., Buf- 
falo, N. Y. 
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Medfield, Mass.: Please furnish 
name of the firm in North Berwick, 
Me. that makes a cast stone boat 
head. Arthur E. Wills. 


ANSWER: Hussey Plow Co. 


* * 


Tuxedo Park, N. Y.: Who makes 
steel curbing for garden paths? 
Oram & Barnes, Inc. 

ANSWER: Walter A. Gogel Co., 
884 Orchard St., Toledo, Ohio and 
Porcupine Co., Bridgeport, Conn. 


* * & 

Savannah, Ga.: Please furnish ad- 

dress of the Council Tool Co., 
Stubbs Hardware Co. 


ANSWER: Wananish, N. C. 


* + 


Ithaca, N. Y.: Who makes the All- 
Nu hand sprayer? C. J. Rumsey & 
Co. 

ANSWER: All-Nu Products Co., 
Camden, N. J. 


* + ** 


Plant City, Fla.: Who makes a 
shot gun marked National Arms Co.? 
Wilson’s Hardware. 


ANSWER: Special brand of F. P. 
May Hardware Co., Washington, 
D.C. 


Williamsport, Pa.: Who makes the 
G-K terra cotta pipe joint com- 
pound? Dickey-Grugan Hardware 
Co. 

ANSWER: Atlas Mineral Prod- 
ucts Co., Mertztown, Pa. 


= ££ & 


Port Washington, N. Y.: Who 
makes Full of Pep poultry feed? 
Shields Bros. 

ANSWER: Quaker Oats Co., 141 
W. Jackson Blvd., Chicago, III. 


* + 


Cleveland, Ohio: Who makes Vi- 

trophane used on window glass? 
Euclid Hardware. 

ANSWER: Mayhew & Stephens 
Co., 33-34th St., Bklyn, N. Y. 


* + 


Ridgewood, N. J.: Who makes 
snow plows for attaching to automo- 
bile trucks? Ridgewood Hardware 
Co., Inc. 

ANSWER: Baker Mfg. Co., 524 
Stamford Ave., Springfield, [ll]. Carl 
H; Frink, Clayton, N. Y., Good 
Roads Machy. Corp., Kennett Square, 
Pa. 


+ + 


Manitowoc, Wisc.: Who makes 
fireplace screens in the shape of 
doors? J. J. Stangel Hardware Co. 

ANSWER: Chattanooga Imple- 
ment & Mfg. Co., Chattanooga, Tenn. 
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Br Put PRESSURE behind] 
=" your PRESSURE COOKERS 


Feature genuine NATIONALS... 
put NATIONAL’S advertising 
ressure back of your PRES- 
URE COOKERS... and multi- 
ply sales and profits! FREE 
display material to 
NATIONAL dealers; 


write for it. 


| Bingen 


Dept. 9 Eau Claire, Wisconsin 
















““VIKING-EXTRA” Hack Saw Blades 


This is not a painted end Hack Saw Blade BUT— 
It is the END of YOUR SEARCH FOR 
A BETTER Hack Saw Blade 


Made from finest Quality Swedish Charcoal Steel 
with a high Tungsten content. 


All standard sizes and toothings. 
From your jobber or write: 
SANDVIK SAW & TOOL CORPORATION 


740 No. Washington Ave. 
Minneapolis, Minn. 


47 Warren Street 
New York, N. Y. 




















YEARS AHEAD iy oe Ryne 


IN EASY SPREADING ! 
Nothing yet developed in wood 


pastes compares in these impor- 
tant features with the amazing 
NEW IMPROVED 


WOODFIX 


Nor in its remarkable 
freedom from the pro- @ 
nounced shrinkage so Fiz 
common with ordinary 
woodpaste. Contains 
no nitrocellulose. Abso- 
lutely waterproof, 
Sands, planes — takes 











Jobbers—write or 
wire for discounts 




























all finishes. 10c_ to 
75e and larger. Steady 
your jobber NOW. 
SHEFFIELD BRONZE POWDER & STENCIL CO., Inc 
MAKE EXTRA PROFITS ON 
Yay, 
er 4 aq WRIRIW 
| BRONZE WEATHER STRIPS 
Easily installed without 
Deutle Gnshten tpolag Besnss Wenthes Sinton ihe antewiios 
fey Cg Ry te fT Ty 
Strip Ontales for ‘aoe fuel. Ask your jobber or write for new 1987 Weather 
21 m- 20. WEST LAKE ST. <<<CH ICAGO 
G Closely “Read 
hao a successful 
Ae a 
Classified Section 


repeats — order from 
Ss = 3000 Woodhill Road, Cleveland, Ohio a 
a Pp MUINI UE 
s removing sash or doors! 
a 
jobs and new homes. The easiest to install—comes attached to 
shrinkage and expansion of sash and doors. Endorsed by architects and 
e o 
“publication 
See Pages 132-133 
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Seal -Kraft—Seal-Pakt 
Seal - Potted 


ROSE BUSHES, SHRUBS, 
VINES, ETC. | 


























A complete plant service. 
Full particulars on request. 


C. E. WILSON & CO., INC. 


Manchester, Conn. 


SOUTHERN PACKING PLANT, JACKSONVILLE, Tex. 


KNIVES 


OTHER 
PATTERNS 





U. S. Patent 
1894506 














R MURPHY'S QYSTER 


STANDARD OF 


EXCELLENCE SINCE 


Seattle 
Providence 
Crisfield 





New Haven Style 
Best cutlery steel blades: poplar handles, so 


shaped to provide a perfect grip. 
HERE ARE MORE GOOD SELLERS R. MURPHY’S STAY SHARP 


aad Katee Sutsher Kalvos OYSTER KNIVES 
ng Knives aster Knives hold up under one of the toughest 
ubber Knives Kitehen Knives jobs ever given a Knife. If you went 


Stencil Knives 
Manual Training 


Knives 
Shirt Cutters, 


to make sales . . . and make 
with your trade—sell R. MURPHY’ 8 
STAY-SHARP Knives . . . the recog- 
Paper Hangers’ Blades and nized standard of excellence since 
Knives Handles 1850. Complete catalog for the asking. 


Robert Murphy’s Sons Co., Ayer, Mass. 











DISPLAY FIXTURES 


RHC Metal Display Fixtures 
combine maximum utility with 
space economy .. . yet offer 
at the same time the most up- 
to-date items in the display field. 
A few of RHC’s thousands of 
store display items are illustrated 
here. The RHC Catalog shows 
all of them. If you don’t 
have a copy write for one 
today. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 
at special rate of one cent a word. mini. 
mem 50 cents per insertion. 

All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word. 
Allow Seven Words fer eyed dddvees 


Boxed ae Rates 
DOO ptt cdtorrcgsessensecneciad $5.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
_~e— 
HARDWARE AGE is published every other 
Tharsday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


WANTED—COST ACCOU NTANT WITH 
AT least five years pructical experience in shelf 
hardware manufacturing. Address Box C-755, care 
of Ilarpware Ace, 239 W. 39th St., N. Y. City. 








FACTORY AND MILL SUPPLY SALES 
MAN to call on factories, vicinity of Newark. $25 
salary. Address Box C-750, care of Harpware 
Ace, 239 W. 39th St., N. y. City. 








WANTED ABOUT ~ JANU ARY 1ST, BY 
Pennyslvania dealer, a real hardware man capable 
of managing a store. State qualifications and if 
interested in buying working interest. Address 


, 239 W. 39th 


Box C-754, care of Harpware AGE 
St., N. Y. City 


BUSINESS OPPORTUNITIES 


INGERSOLL, NORVELL & BABSON 


Wm. H. Ingersoll, Saunders Norvell, C. R. Babson 
SALES COUNCILLORS 


370 Lexington Ave., New. York 
Interviews & Correspendence Solicitea 




















HARDWARE STORE FOR SALE _ IN 
SMALL town in Eastern Oregon for about $3,500. 
Wish to sell on account of health. Good farming 
community, with opportunity for increased busi- 
ness in major items. Address Box 262, Joseph, 
Oregon. 





MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


TEN YEARS ESTABLISHED BUSINESS 
!.OCATED in Maspeth, Long Island; $7,000. stock 
for $5,000 or 85c on the dollar. Business location, 
75 ft. deep store with four room apartment above. 
Rent $80 a month with steam heat and hot water. 
Address Box C-756, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








FOR SALE—LARGE STORE, RESIDENCE 
and warehouse of brick in Maryland town, no com- 
petition in thrifty farm section on Main Street 
for hardware and supply; 1800 population. This 
affords an opportunity seldom offered. For in- 
formation and inspection apply—L. C. Caltrider, 
Reisterstown, Maryland. Phone—Reis 193. 


SALES REPRESENTATIVES WANTED 


SALESMEN WANTED. TO SELL COM- 
'LETE popular-priced line of maintenance paints, 
enamels and varnishes to hardware and paint stores. 
Our line features a full assortment of 10c and 25c 
sellers. Address—Reliance Paint & Varnish Co., 
433 Leland Ave., Detroit. Michigan 
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SALES REPRESENTATIVES WANTED 


BUILDERS’ HARDWARE SALESMAN. 
EXPERIENCED IN selling locksets. Must be 
able to sell on basis of quality and service. South- 
ern territory. Drawing account against commis- 
sions. Address Box C-742, care of HARDWARE 
Acr. 239 W. 39th St., N. Y. City. 

SALESMEN WANTED TO SELL THE 
original C-Ler-Tite white pipe joint compound in 
tubes. This is a heavy white paste useful for 
many purposes; retails for 10c. New Large 1” x 
4” tube put up 12 tubes on a counter display card. 
Must carry a small stock. Address—Frank B. 
O’Brien, Inc., 4341 W. Berteau Ave., Chicago, Ill. 


EXCELLENT OPPORTUNITY OFFERED 
FOR ACTIVE, wideawake salesman who is fa- 
miliar with Long Island retail hardware dealers 
and acquainted with the hardware, housefurnish- 
ings, plumbing, and electrical supply business. 
Well-paying territory, with large number of inac- 
tive accounts available. Drawing against com- 
mission. Address Sickels-Loder, Inc., 76 9th 
Ave., 111 8th Ave., New York City. 


ATTRACTIVE SPECIALTY — PRACTI- 
CALLY NO COMPETITION—MAKES VERY 
PROFITABLE SIDE-LINE FOR SALESMAN 
CALLING ON HARDWARE, PAINT AND 
AUTO ACCESSORY TRADE, 














REPRESENTING. WRITE GERMANTOWN 
MFG. CO., 602 S. DELAWARE AVE., PHILA- 
DELPHIA, PA. 


SALESMEN NOW CALLING ON HARD- 
WARE, paint, and mill supply dealers and job- 
bers to sell a full line of air compressors and 
paint spraying equipment. Territory still open 
west of the Mississippi. Commission basis. An 
excellent opportunity to increase your income 
with a_ nationally ae quality product. 
Address Box C-734, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 








Sales Representative 
Wanted 


Somewhere in the hardware trade there is 
a man qualified to sell the products of an 
old line and well known manufacturer in a 
territory extending from Philadelphia along 
the Atlantic Coast to New Orleans and inland 
perhaps through West Virginia and down to 
Mississippi. The man we have in mind is 
probably in his forties, should preferably live 
in the territory described and have traveled 
extensively in this same area. The product is 
a staple commodity sold to wholesale hard- 
ware concerns, distributors who may control 
a given territory, hardware dealers, large 
consumers and various other outlets. 

This is a full time job for a capable man 
though arrangements might be made for a 
time with a man now selling a few lines as 
a manufacturer's agent, but who eventually 
would devote all of his energy to the adver- 
tiser’s work. 

This is a salary job, or if temporarily on 
part time a commission arrangement could be 
devised. 

Tell us all about yourself in your first let- 
ter. Present employees of the advertiser have 
knowledge of this plan. 


Address Box C-733 
Care of HARDWARE AGE 
239 W. 39th Street, N. Y. City 














SALES REPRESENTATIVES WANTED 


EASTERN MANUFACTURER OF ESTAB- 
LISHED LINE of competitive coal and gas 
stoves wants additional men to take on line in 
conjunction with other lines, preferably higher- 
priced stove line. Calling on dealer trade. Have 
Metropolitan and rural New York State and 
State of Virginia open. Pay on commission basis. 
Address Box C-736, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 








SALES AGENTS, JOBBERS, DEALERS 
AND SALESMEN WANTED IN ALL TERRI. 
TORIES. WE HAVE A FIBRE EXPANSION 


DEM 

USED BY MECHANICS IN ALL TRADES, 
SOLD BY HARDWARE DEALERS, ae 
TRICAL SUPPLY HOUSES, ETC. MO 
SPLENDID OPPORTUNITY FOR BIG PROF. 
ITS. TERRITORIES PROTECTED. COM. 
MUNICATE WITH ANCHOR SALES COR. 
PORATION, 65-67 MADISON AVENUE. 
NEW YORK CITY. 


SALES ACCOUNTS WANTED 


MANUFACTURER WHO WANTS _ DIS- 
TRIBUTOR ON the Pacific Coast. We have a 
live sales organization, large warehouse space, 
offices and delivery service equipped to handle 
volume business. Address Box C-745, care of Harp- 
warE Ack, 239 W. 39th St., N. Y. City. 











FACTORY REPRESENTATIVE TRAVEL- 
ING MONTANA, WYOMING and Idaho calling 
on hardware, paint and plumbing accounts desires 
three or four additional lines. Have good follow- 
ing in the states listed. Address Box C-748, care 
of Tlarpware Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
WHO KNOWS AND sells the hardware jobber, 
dealer, and lumber trade in the Metropolitan dis- 
trict of New York and Newark is interested in 
adding one or two individual items for the above 
trade. Commission basis. Address Box C-740, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





SALESMAN—ALERT, WELL QUALIFIED, 
28 years of age, desires connection with manufac- 
turer of a reliable, major, repeat product appeal- 
ing to retail hardware and/or lumber dealers in 
Illinois (exclusive of Chicago) or Iowa. Com- 
mission preferred. Works steady. References 
aplenty. Employed at present. Address Box 
130, Peoria, Illinois. 


THREE MAN ORGANIZATION SELLING 
EVERY desirable Metropolitan New York area 
hardware and lumber cutlet for nationally known 
manufacturer wants another line to sell these old 
friends which will be capable of volume. Ware- 
house facilities available. Correspondence con- 
fidential. Ask any New York jobber about— 
James Augustin White, 2659 Webster Avenue. 





| New York. 
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SALES ACCOUNTS WANTED 





HARDWARE MANUFACTURER'S REPRE. 
SENTATIVE WITH OFFICES in New York 
City, desires one or two additional reputable lines 
in Metropolitan area. Established 15 years with 
contacts throughout the trade. Give full details 
first letter. Address Box C-739, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





AN ACTIVE FACTORY SALES REPRE- 
SENTATIVE for manufacturers of hardware and 
tool lines, established for many years with the 
volume buying jobber trade in seuthwestern terri- 
tory, can give an additional line a very satisfactory 
type of sales representation throughout the terri- 
tory covered. Correspondence invited. Address 
Box C-751, care of Harpware Ace, 239 W. 39th 
Dig. es Ee CHT. 





POSITIONS WANTED 


I WANT TO REPRESENT A manufacturer 
selling to jobbers or department and large chains, 
for N. E. States. No objection to carrying plenty 
of samples. Address Box C-753, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 











PURCHASING AGENT HAVING SYNDI- 
CATE AND Jobbing buying experience of Hard- 
ware, Mill Supplies, General Merchandise, etc., 
desires position with reliable company, can supply 
excellent reference. Address Box C-716, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





YOUNG MAN WHO WISHES TO learn 
the retail hardware business is willing to buy 
a light delivery truck for use of the store in 
exchange for the experience. Age 28, good per- 
sonality, and no bad habits. Prefers New Eng- 
land. Address E. F. Backus, Hopkinton. Mass. 





HARDWARE AND LUMBERMAN WITH 
11 years’ experience, capable of buying and selling 
hardware, lumber, farm implements and builders’ 
supplies; bookkeeper. Good Health. Best refer- 
ences. Address Box C-705, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





ENERGETIC AND RESPONSIBLE SALES- 
MAN WITH mechanical ability wishes connection 
with manufacturer or large distributor covering 
Middle West. Present experience in this terri- 
tory. Now living in Detroit. Moderate salary 
or commission if business has been established. 
Address Box C-746, care of Harpware Ace, 239 
W. 39th St., N. Y. City , 





POSITIONS WANTED 








POSITIONS WANTED 





BUYER OR ASSISTANT with 14 years’ ex- 
perience buying hardware, mill supplies and ma- 
terials for the manufacturing of machinery. Can 
furnish excellent references. Address Box C-757, 
care of Harpware AcE, 239 W. 39th St., N. Y. 
City. 





CHAUFFEUR, 12 YEARS’ EXPERIENCE, 
MECHANICAL ABILITY; handyman. Thirty 
years of age, married; six years’ experience in 
wholesale distribution of hardware factory sup- 
plies, also retail. Can furnish best of references. 
Brooklyn resident. Address Box C-744, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 








MAN WITH 7 YEARS’ EXPERIENCE in 
the hardware, paint, plumbing and allied trades. 
Very good at general repair work; especially on 
electrical repairs, seeks real opportunity with con- 
cern who will appreciate ability—plus faithful, 
conscientious service. Have driver’s license. Am 
22 years old and single. Address Box C-749, 
cate of Harpware Ace, 239 W. 39th St., N. Y. 
City. 

HARDWARE MAN, 23, WITH SIX YEARS’ 
experience in wholesale and retail hardware, elec- 
trical, plumbing supplies and kindred lines, de 
sires position with wholesale or manufacturing con- 
cern where future is definite opportunity. Am- 


bitious—not afraid of work. Expert chauffeur 
and willing to travel. Excellent references. Ad 
dress George Steiner, 324 Throop Avenue, 


Srooklyn, N. Y 


HARDWARE MAN THOROUGHLY EX. 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-668. 
_ of Harpware AGe, 239 W. 39th St., N. Y. 
City. 


I WANT TO WORK FOR a country hard- 
ware store where I can give all that is in me. 
Over forty years actual retail store experience 
handling retail buyers mostly in the paint busi- 
ness, some hardware and also shop and stove 








repairs (not a welder). I can keep the books 
and am not afraid of long hours if it will help 
the business grow. I am not young in years 


but I am young in my outlook on life and want 
to help make a better business and I know how 
I can give you satisfaction. Seventeen dollars per 
week. (Mid-West). Address—Robert McIntosh, 
3341 Nicollet Ave. Minneapolis, Minn. 





Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 














SALESMAN WITH ONE MANUFAC. 
TURER OF fence wire products for fifteen years 
desires connection with a _ reliable company. 
Would like a wire products line, but would favor- 
ably consider other hardware lines. Have traveled 
Colorado, Utah, Wyoming, Montana, Idaho and 
Louisiana calling on hardware dealers and jobbers, 
lumber yards and general stores. Willing to con 
sider any territory, but would prefer Central 
States or West Coast. Can furnish the best of 
character and reliability references. Address Box 
C-759, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





THOROUGHLY EXPERIENCED HARD- 
WARE, HOUSEFURNISHING AND mill sup- 
ply man, also kindred lines, desires position with 
responsible firm. Capable merchandiser—stock 
and price controller—purchaser and store manager. 
Thirty-two years of age and married. College edu 
cation and fifteen years’ hardware experience 
Salary secondary to opportunity. A valuable asset 
for a retailer, wholesaler, jobber, department 
store, or chain organization. Tactful, conscientidus, 
willing and faithful. Available on short notice. 
Address Box (-747, care of Harpware Acr, 239 
W. 39th St., N. Y. City. 





ACCOUNTANT, 24, AMERICAN, UNMAR- 
RIED, EXCELLENT CHARACTER, seeks ac 
counting position, anywhere. Willing to travel 
if position requires. Has completed the Inter- 
national Accountants Society higher accountancy 
course, and international correspondence schools 
complete accounting course. Education includes 
general accounting, accounting for partnerships, 
accounting for corporations, cost accounting, in- 
come tax accounting, internal auditing, public ac 
counting and auditing, and allied subjects. La 
Salle law student. Has a willingness and capacity 
for hard work. Salary secondary to opportunity. 
Available at once. Address Box C-752, care ot 
Harpware AcE, 239 W. 39th St., N. Y. City. 
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Which Classification 
Are You Interested In? 


Whether you want to buy or seli a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable sales accounts—or secure a good 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 
uct — use the Classified Opportunities Section of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 
the confidence and following of the hardware trade. 


HARDWARE AGE 


A Chilton Publication 
Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 
A.B.C.—Charter Member—A.B.P. Inc. 
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Gray & Dudley Co. .......... _ 
Greenfield Tap & Die Corp...... _- 
Greenlee Tool Co. ......+-.+0++ _ 
Griffin Mfg. Oo. ...cccccccccces — 
Gulf Refining Company ........ — 
Gullborg Mfg. Co., John 8..... a 
H 

Ilamilton Beach Co. ........+. 26 
Ilampden Mfg. Co., Inc. ...... — 
IIanson Scale Co. ......... = 
llarris Hdw. & Mfg. Co., D. P. 111 
Hawkins Company, The........ -- 
Hazard Insulated Wire Works. _— 
Be GR. occas cccccees 27 
eter & Oe., W. CG. cccccccces _ 
Hess Co., Inc. ee The ‘Charles. .... 

Hindley Mfg. GB. cccscescccces 

Hodell Chain Co. ........+.+. ° 


Holland Mfg. Co., The.. 
Hoppe, Inc., Frank A. 11 
Horton Manufacturing Spent 125 





Hotels, DeWitt Operated...... _ 
Hustler Corporation ...... TT 
Hutchinson & Co., R. H........ _ 
I 
Imperial Bit & Snap Co. ...... 
Independent Lock Co. ..... csccw 
Indiana Steel & Wire Co....... 124 
Irwin Auger Bit Co., The...... _ 
J 


Jennings Mfg. Co., The Russell... — 
Jones & Laughlin Steel Corp.... -- 
Justrite Mig. Oo. .cceccessecuc 129 


Katzinger Co., Bdward......... 
Kelvinator Division, Nash-Kel- 
vinator COFp. ...cccccccces 14-15 
Kenuffel & Esser Co. ..... = 
Keystone Steel & Wire Co.. — 
Klein & Sons, M. .........- _ 
Knapp-Monarch Co. ......-..--- —_ 
Koral Mfg. Co. ...-6--eeeseeee — 
Kraeuter & Co.......-eeeeeseee —_— 


Lamson & Sessions Co., The.... 
Landers, Frary & Olark....... e 


S| 





Leonard Refrigerator Div., } 


Libbey-Owens-Ford Glass Co..... 

Lincoln Engineering Co. 

Lincoln-Schlueter Floor 
Co. 


| | 





Masback Hdwe. Co., 


s Co. ° 
Mayhew Steel Products, ‘Inc 
Metal Sponge bece 
Mid-States Steel & Wire Co.. 
Midway Chemical Co. 


Minnesota inte a Mfg. 
Corp. 
ssonaat Silver King, Inc 
Monmouth oes Co. 
ih Pin Co. 
Morse Twist Drill & Machine 


Murpay’ s Sons Co., Robert 
Murray Ohio Mfg. Co., The.... 


Nashua Package Sealing Co. 
Nash-Kelvinator Corp.. 
National Cash Register Go., 
National Ideal Co., The 


Co. 
National Pressure Cooker Co 
National Screw & Mfg. Co. 


Noma Electric Corp. 


North American Press, The.... 


Ohio Stove Pipe & Mfg. Co 


Patent Cereals Co. . 


Peerless Novel ty Co. 


( ) 
Pittsburgh Steel Co. 
eR 
Porcelain Enamel Institute, 


Progressive Mfg. Co., 
Puritan Cordage Mills 


Itaybestos-Manhattan, Inc. 
Di ) 


Co. 
Reflector Hardware & preeed A 


Republic Steel Corp 
Republic — Corp. 








Reynolds Wire Co. ......-+.++- - 
Rich Pump & Ladder Co., The... — 
Richards-Wilcox Mfg. Co....... _ 
Ridge Tool Co., The......++--++ —_— 
Robertson, pe Se 12 
Rochester Sash Balance Co., Inc. — 
Rogers Isinglass & Glue Co. .... — 
Roper Corp., Geo. D.......--+- 117 
Rubberset Co., The ......-++++ 129 
Russell Burdsall & Ward Bolt 


& Nut Co. 
Ryerson * Son, Inc., Jos. T.. 121 


Samson Cordage Works ......-- —_ 
Sanderson Bros. & Newbould, 

EL, w:6.0:2:00,0 66d AOSD OO6s 24 HO _ 
Sand’s Level & Tool Co........- 
Sandvik Saw & Tool Corp.. . 
Save Electric Corp.... 
Schalk Chemical Co. . 
Schatz Mfg. Co. .......+++ - 115 
Schollhorn Co., The Wm. .....- 136 
Sentinel Radio Corp. ...+++++++ — 
Shapleigh Hardware Corp 138 
Sheffield Bronze Powder - ‘Sten- 

GE Oe., ERG. ccccc--ccccccece 131 
Sherman "Mfg. Coe., H. Bucwcce pe 
Sherwin-Williams Co., The. 
Signal Elec. Mfg. Co. Nace epeieeie eee 
Simonds Saw & Steel Co. ...... 
Simplex Mfg. Co. .....-+++.-+> 
Smith, Inc., Landon P........- 
Smith & Son, Seymour......... 
Soss Mfg. Co. ....-eeeeseceees 
Standard Tool Co. .........-+-- 
Stanley Rule & Level Plant..... 
Stanley Works, The .....-..--- 
Star Heel Plate Co. ° 
Stearns & Co., C. . 
Sterling Paint '& Varnish Co.. aes 












ser eeeeeeeee 


T 


wo 
eo 


Taylor Instrument Segpemies. ‘itn 
Taylor, Lowenstein & 
Technical Glass Co., Ine. 
‘Tennessee Corp. .....- 
Trico Fuse Mig. CO. woccece e 
Triplewear Brake Linings Corp.. 

Triplex Screw Co., The.......- 1 
Tubular Rivet & Stud Co....... 
Turner Brass Works, The...... 
Turner, Day & Woolworth Handle 

Co. 







= 
= 


— 
SIST ISI 1 


Union Fork & Hoe Co., The..... 

Union Hardware Co. ........+++ 30 
United ee eg OCSEP. cc ccccese — 
U. 8. Rubber Co. .....-+-++- —_ 
U. S. Steel Corp.. -18, 17, 26, 31 
Utica Drop Forge & Tool ‘Corp _- 


Vv 


Vaughan Novelty Mfg. Co....... -- 
Vita-Var Corporation ........-- _- 
Vichek Tool Co. ........ceeee- we 


Wall Rope Works ............ —_ 
Waltham Watch Co. .......6++- -- 
Westfield Mfg. Co., The........ 122 
—— Electric & Mfg. 


Wickwire Brothers ......+esee- 113 
Wilson & Co., Inc., C. E.......-- 131 
Winchester Repeating Arms Co.. 38 
Witt Cornice Co. ..... 
Wood Shovel & Tool Co.. 
Wooster Brush Co. ......+.+- 
Wright Steel & Wire Co., G. F. _ 





y 
Yale & Towne Mfg. Co., The.... 8 


Zz 
Zephyr Shaver Corp. ........+-++ 95 
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THOUSANDS of LETTERS from all over AMERICA ! 
ASK ABOUT THIS NEW SMALL 


LATHE 


for 
— ge Modelmakers, Home Craftsmen 
seme Sm Jewelers, Tool and Die Shops 


ED 

“aS ‘ small metal working lathe hardware workshop 

> : departments have long wanted to do a real vol- 

ume selling job. And with gypten er en oy on 
ATT i ina your opportunities for quick, profitable sales are 
ee are coe pti pom pore doubled. Write today for complete information. 
announced last month. They like the me- 
chanical and precision features. They like the AT LA Ss Pp R £ Ss Ss C Oo 
sizes—12” or 18” between centers, 6” swing. s 


They like the low prices of $59.50 and $64.50. 1141 N. Pitcher St., Kalamazoo, Mich. 

















Everything indicates that here, at last, is the 








STOP—READ—and ADVERTISE! 


Just as this ad. arrested your attention, so will a 
Classified Ad. in Hardware Age arrest the attention 
of the “CLASS” you desire to reach. That is why 
those in the Hardware trade 


Use the “Classified Section” of Hardware Age 


to reach Hardware Manufacturers, Manufacturers’ Agents, Jobbers, Job- 
bers’ Salesmen, Retailers and Retail Salesmen. But Hardware Age does 
more than REACH these classes—it secures RESULTS for its advertisers. 
That is why we stopped you long enough to read this ad. and tell you that 
your copy, with remittance, must reach us at least thirteen days before 
publication to insure insertion in the “Classified Section”. It’s up to you. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street (A Chilton Publication) New York,N. Y. 
A.B.C. — Charter Member — A.B.P. Ine. 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in °4 inch diameter and larger. 


Columbi Rope C pany, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 

















TAKE A LOOK! 


8 PAGES 


BERNARD 


PLIERS — PUNCHES 
NIPPERS—PRUNERS 

| and other SPECIAL 

‘| The 201;12@)) 2m O10) Bs) 

P / Ne in the July 29th 
bie DIRECTORY ISSUE 

By OF 
HARDWARE AGE 
Also includes 

BARGAIN SALES UNITS 


The WM. SCHOLLHORN CO, 
416 CHAPEL ST NEW HAVEN, CONN. 











Genuir° NQMES X SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 


40c SET -10c SET - 10c SET SAVE FURNITURE 
S \#"& FLOORS-CREATE QUIET 


Name ‘Domes of Silence"’ 
on each genuine Glide. 












Domes of Silence 
Rubber Cushion Glides 

For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber. If he is not supplied write to 








DOMES of SILENCE, Inc., 35 Pearl St, N.Y. C. 
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Easy Sales and 
Big Profits Hang _ 
on Small Items like 


MOORE 


PUSH-PINS and 
PUSHLESS HANGERS 


And these easy sales will double 
or triple when this handsome dis- 
play cabinet is kept in sight. Na- 
72 tional advertising has taught your 
customers the need for these 
handy products, already in use in 
most homes, but there is a growing 
need for more . . .aneed which this 
cabinet will quickly bring to mind. 


MOORE PUSH-PIN CO. 
Manufacturers of MOORE Push-Pins 
and MOORE Pushiess Hangers 


113-125 Berkley St., Philadelphia 


FREE! 


Compact, 
all-metal, 
revolving 
display 
cabinet 
with each 
assort- 
ment of 


72 packs. 


% 





| 


Tlwleleeleleje! 


















a 











A New Principle 
of 
File Construction 


Means Faster 
Filing 
Increased File 
Sales 





NICHOLSON FILE COMPANY 
Providence, R. 1., U. S. A. 


+TRAOE Mame 


PATENTS PENDING 


A FILE FOR EVERY PURPOSE 





Highest 
quality jar rubber 
made. Biggest seller. 
Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 


lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 


Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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DIETZ LANTERNS 


STREAMLINE MODELS 


Point out to 


your customors the loaturs that 


make Dictz Stamline Lanterns unlike and 
better than any Lanterns thoy have ever Acom 


The new features on these Dietz Lanterns repre- 
sent modern refinements — genuine plus values 
added to goods which have for years been known 
to you as the best to be had — tubular lanterns 
never equalled for lighting power and burning 
reliability. 

No customer but would rather carry one of these 
handsome lanterns than an older model. The 
sightly streamlined curves offer little resistance 





to wind and spill off rain. The fount has a broad, 
non-tip base — the ingenious pivoted bail merits 
demonstration to the customer and will-please him, 
as will the protective coating of Grade A Charcoal 
Pure Tin, applied in a new process bright finish. 
High efficiency burner and improved top are addi- 
tional value features. 


Cash in on the greatly increased SALABILITY of 
Dietz Streamlined Lanterns this fall and winter. 


R.E. DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD, FOUNDED 1840 


Output Distributed Through the Jobbing Trade Exclusively. We 
Do Not Sell Chain Stores, Catalog Houses, or Syndicate Buyers. 
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1843-Swgpeiau’s MvETY-FOUR YEARS OF HONORABLE SERVICE~1957 





No. DE] 
SHEAR 








Made 
e) i 
Highest 
Grade 
Forged 
Steel 
Expertly 


Sharpened 
And 


ahts 
Ready 
For Use 





No. DES04 
PUTTY 


No. SO9FISHERMEN’S KNIFE 
“ip RS - 
Wy 4 Le 


2) 


No. 4S519S 
POCKET KNIFE 


=<! SIVER STE 
SY 


mS 


No. DE195g RAZOR 








No. DE RAZOR BLADE 


No. DE400 


> BUTCHER 


KNIFE 





Made 
In The 
Old Style 
Full 
Quality 


W orkmen 
Of 
Many 
Years 


Experience 


“Quauity Counts” Ask THe User-Try A SAMPLE 











DIAMOND EDGE 1S _A QUALITY PLEDGE 


Shapleigh National Series No. 1806 HARDWARE AGE 











